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ADVERTISER'S WEEKLY 


TO THE 


LETTERS 


EDITOR 


An Overtime 
Ban Problem 


Sin, —The L.S.C. ban on over 


LLP.A. Endorse New 
Stereo Costs 


The Institute of Incorporated 
Practitioners in Advertising has 
endorsed the decision of the 
Electrotyping and Stereotyping 
Employers Federation to mak 
production costs of electros and 
stereos subject to a rise of 74 pe! 
cent 

“We have gone into the matter 
very fully with them,” sa 
Mr. Anstice Brown, directo: 
LLP.A., “and we consider that 
the increases, however regrettab! 
as unavoidable in the circum 


the price of raw 
materials and the devaluation o! 
the pound are the causes of the 
increases, said Mr. P. H. Day 
secretary of the Federation 
7 “_ . 
Three Magazines 
From Extra Paper 
Owing to the freeing of paper 
for periodicals it had been pos 
sible to launch three new maga 
zines, Photoplay, Master Dete 
tive, and True Detective, whict 
were a great success, said Mr 
H. C. Drayton, chairman, at the 
Jist annual meeting of Argus 
Press Holdings Ltd 
Vr CEN ’ 
New Advertiser For 
Local Press 
A new advertiser who will use 
the local Press began operations 
last week, when Leslie Marshall 
& Co,, hitherto exclusively a 
mail order house, opened ther 
first department store one of 40 
at Rye Lane, Peckham 
The national campaign of the 
mail order house will tie in with 
the department stores as they are 
opened, and the will se 
products of the Cedar Group 
which already advertises Ceder 
ella and Fieldex fashion goods 
in women's journals 
Agents for Leslie Marshall & 
Co. and Cedar Group Ltd. are 
Auger & Turner Ltd 


stores 


member 


time has had a number of reper- 
cussions which must, of course 
be borne with as good grace as 
possible, especially by publica 
but there is one factor 
arising which should be aired 
since it rather important 
principle concerning advertising 
eX penditure 
We have now received several 
circulars from publications in the 
technical field, stating unequivoc 
illy that unless we repeat existing 
copy, or supply complete blocks 
the advertising We are placing for 
our chents will be omitted since 
no typesetting whatever can be 
undertaken 
While we appreciate the diffi 
culties, we cannot believe that all 
idvertisement = typesetting 
been carried out in the overtime 
period, and in any part of 
the rate charged for the advertise 
ment must necessarily go towards 
paying for a amount 
of typesetting. There is no sug 
gestion, however, of any reduc 
rate. although, if we arc 
to carry out the logical develop 
ment of a campaign, upon which 
depend, it is necessary to 
copy and. therefore, pay 
considerable amount of 
ind blocks over and above 
ctlations 
| wonder what other advertisers 
ind agents think of the position 
ind whether the papers concerned 
would be prepared, in 
cumstances, to make rate 
which seem to be just: 
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P.R. Is More Than 
Press Publicity 
SIR The article in your 

Should an Advertising 
handle Editorial Publ 
its Clients?” by Mr 
Hope-Lumley and the 
on June 18 by Mr. David 
both the impor 


June 


establish 


tant point that news is the basis 
of editorial publicity. The 
channels for reliable news are of 
secondary impertance, and there 
is certainly room for P.R. depart- 
ments of advertising agencies, 
P.R.Os of organisations and in 
dependent P.R. consultants in this 
work 

If, however, Mr 
has in some way given the im- 
pression that Public Relations ts 
nothing more than editorial pub 
licity, some comment is required. 
The advisory work of public 
relations, including interpretation 
at Board level of the “man-in-the- 
street's likely reactions and 
known attitudes on many matters, 
ws the job of a 
whether inside or 
organisation. There 
management to have not only 
technical, legal and financial ad- 
vice when reaching policy deci- 
sions but also public relations 
advice—-for instance presenting 
and interpreting the reactions of 
many different publics to the 
effects of proposed policy deci- 
sions 

The many different methods 
that so often need to be adopted 
to-day in presenting 
tlon to the 
ordination 


Grant's article 


specialist 
outside an 
is a need for 


in organisa- 
public call for 
Public 


co 
relations, by 
fulfilling this role, can nearly 
always give added effectiveness 
to the individual efforts 

R. A. PAGET-COOKE 
Euan Gilchrist & Associates, 
3-4 Lincoln's Inn Fields, W.C.2 
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. e 
Direct Mail Probe 
Sin,—-May 1, through the 
courtesy of your columns, ex- 
tend an earnest appeal to all pro- 
ducers and users of direct mail 
advertising, to complete the 
Survey of Statistics questionnaire 
now being sent them by the Ad- 
vertising Association? . 
The questions ve been re 
duced to a minimum, and they 
are not difficult to answer, 
but concerned with 
direct mail using will bene 
fit from a proper factual know 
ledge of the f direct mail 
in the advertising picture 
KAY M. MURPHY 
Chair British Direct 
Mail Advert g Association 
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Glovers Form New 
Company 
Glovers (Bristol) Ltd. also 
known as Glovers Advertising, 
and controlling Glovers Studios 
Ltd., Bristol, have formed 
Glovers Advertising Ltd, as u 
separate company, which has 

offices in London and Bristol 

Five senior agency executives 
have been appointed directors; 
they are: R. J. Hignell (creative 
manager); K. G. Wood (studio 
manager); J. Frost (production 
manager), E. M. Jefferson (senior 
account executive); M A 
Chavasse (London manager). The 
managing director is Mr. T. W. C 
Glover. 


TO PRESS ALLIANCES 

The London 
representation of 
Western 


advertisement 
the Urmston 
Telegraph and the 
Stretford Telegraph will be trans 
ferred to Press Alliances Ltd 
June 23. The Salford ¢ 
Reporter will transfer on July 2 


Llandudno Resigns 
Llandudno Urban Council has 
decided to resign from the 
Government - sponsored Welsh 
Tourist and Holiday Board, as it 
is felt that the Council's contri 
bution could be better spent by 
the town’s publicity association 
In the Holiday Board guide t 
Wales Liandudno received for 
its £250 contribution 34 words 
of descriptive matter, whict 
produced five postcard inquiries 
The town's own publicity cam 
paign brought in more than 
40,000 applications for guides 


“MYSTERY OF THE 
MAGAZINES ” 

Under the heading “Mystery 
of the Magazines,” Financial 
Times on Saturday published an 
article new trends in 
readership, with special reference 
to the adverse effect of these or 
‘middle-class periodicals.” 
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me BRISTOL EVENING POST 


| BELONG TO THE SUPREME PAPER IN THE SOUTH-WEST AND 1 AM READ 
DAILY BY MORE THAN 400,000 — Send for Marketing Data 
LONDON OFFICE, 80 FLEET STREET 


MY HEAD OFFICE iS SAVER STREET, BRISTOL, |. 
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JOHN. BULLS 


over 4 million families 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODMAMS PRESS LTD., 96-98, LONG ACRE, LOMDOM, W.C.2. ALL-ROUND VALUE AND A SQUARE GUARANTER POR A STRAIGHT LINE 
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ADVERTISER'S WEEKLY 


TO THE MAN WHO 
HAS THE “SAY” 


If a campaign is to influence public 
opinion towards the aims and achieve- 
ments of a great Industrial concern 
there is no British publication to surpass 


The ILLUSTRATED LONDON NEWS. 


On a cost and coverage basis The 
ILLUSTRATED LONDON NEWS 
justifies a high position on your media 
list, for the reason that, apart from 
the cost, you acquire home and world- 
wide prestige which cannot be assessed 
in terms of money. 


Your campaign will be stronger and 
more effective if you nominate the use of 
The ILLUSTRATED LONDON NEWS, 
and your announcements would keep 
uncommonly good company . . . stand- 
ing to commend your good judgment. 
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the Government to act on it, was discussed. 


Allegations were made by 
several members on. the 


were grossly inflated by adver- 
tising costs. These were 
answered by Mr. John Redgers 
(Conservative), who is a 
director of J. Walter Thomp- 
son Ltd. 

Mr. Rodgers, in a_ speech 
moving an amendment, which 
was lost, said he had never in his 
experience heard so much non- 
sense talked about advertising. 

The debate, significant to the 
advertising business in that it 
revealed the attitude of the 
Government and of its sup- 
porters to the sale and adver- 
tising of branded products, was 
conducted on party lines 

Broadly speaking, the Govern- 
ment view favoured a recom- 
mendation of the Committee 
that collective price maintenance 
schemes should be made illegal, 
while the Opposition took the 
line that such schemes were justi- 
fiable and necessary, and that 
any problems involved should be 
dealt with by the Monopolies 
Commission. 

The debate was opened by 


Mr. W. T. Williams (Labour), 
who, moving the resolution, re- | 
marked that he was associated 
with the Co-operative movement, 
and went on to argue that brand- 
ing had no necessary relation to 
quality whatever. 


The on 


“The importance and signi- 
fiance of branding.” he con- 
tinued, “is more often than not, 
not a guarantee of quality, but a 
guarantee of effective advertise- 
ment, and a considerable amount 
of the money that goes into the 
cost price of the article is not for 
the article at all but for the cost 
of advertising it... . The price 
is very often higher than it need 
be because of the amount of 
money spent on advertising. For 
instance, with cosmetics and 
toilet requisites as much as ¥) 
per cent of the cost price is spent 
on advertising. .. . 

“The whole business of brand- 
ing has been completely perverted 
and is no longer, or not neces 
sarily any longer, associated with 
quality, but is really a demand 
upon the purchaser in order to 
pay for the advertisements, the 
truth of which is often measured 
hy the most famous of them all 

“Beer is Best.” 

The only effective guarantee of 


quality, contended Mr. Williams, 
was in some form of Government 
branding The connection of 
quality with branding need in no 
way be associated with price 
rings, and the argument that it 
was important to have resale 
price maintenance in order to 
conform to any quality was 
“sheer nonsense.” 

Mr. P. Daines (Labour), the 
seconder, said the claim that be- 
cause an article was branded, and 
a huge public demand created, 
perhaps by advertisement costs, 
that article had some great, in- 
herent quality, strained credulity 
a bit too far. 

“Somebody's corn pads are ad- 
vertised as worth a guinea a box, 
and a demand is created,” he con- 
tinued. “It would be extremely 
interesting if some hon. Member 
with an intimate knowledge of 
that commodity could give us «s 
actual cost so that we could de- 


(Continued on next page) 


M.P.s Attack Branded Goods Advertising 


In Commons Debate 


“I Have Never Heard Such Nonsense 
Talked,” Declares John Rodgers 
RESALE PRICE MAINTENANCE THE ISSUE 
Advertising and marketing of branded goods figured prominently in a 


House of Commons debate on Friday, when a motion welcoming the report 
of the Lleyd Jacob Committee on Resale Price Maintenance, and urging 


THE COMMITTEE’S 


Principal recommendations : 
That no action should be taken 
which would deprive en indivi- 


OLNSHIR 


AV. CERTIFIED NET SALE ExceEDs 30,000 copirs per DAY 


3 
’ 


| Advertisement Director, R. H. 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED 
Carmelite House, London, E.C.4, Telephone Central 6000 
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= 2 1949. Its terms of reference g 
: , were “to consider the practice ia 
by which minimum wholesale _ 
and retail prices or margins for 7 
the resale of goods are fixed by . 
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‘hye supply, distribution and con- Es 
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Advertising Lowers Price, Explains Linstead 


(Continued from previous page) 


cide whether it is worth a guinea 
a box.” 

He went on to quote figures 
which he said were compiled by 
Kaldor and Silverman (authors 
of Statistical Analysis of Adver- 
tising Expenditure). Health salts 
showed on an average, on manu- 
facturers’ costs, advertising costs 
of 36 per cent. Tonicwine had been 
found to carry additional expen- 
diture on manufacturers’ costs of 
40 per cent, On household 
cleansers there was 25 per cent 
These were articles that came 
within price ring coptrol. 

“1 do not claim,” he said, “that 
collective price maintenance has 
of necessity meant an increase in 
prices, but I do claim that it has 
effectively stopped the passing on 
to the consumer of the reductions 
that are possible as a result of 
mechanical packing, self-service 
and good organisation. What we 
are getting with collective sales 
price enforcement is a back- 
handed type of competition 
where, wastefully and stupidly. 
the retailer competes by giving 
extra services, or else we get the 
fantastic waste jin advertising. 


“It has been found by one of 
the greatest national advertisers 


that one can reach a saturation 
point in advertising. One can 
keep on saying, ‘It is good for you, 
it is good for you, it is good for 
you,” until the maximum sales 
point is reached; but if the adver- 
tising is dropped in a certain area, 
the sales begin to fall there. What 
happens is that after a certain 
point advertising not only ceases 
to be information but ceases to 
attract further sales and really 
becomes a drug without which in- 
dustry cannot run. 

“I condemn collective price 
maintenance,” he concluded, 
“not anly as inherently wrong, 
but as having within it clements 
which enable associations to com- 
mit an economic crime against 
the whole community.” 

Mr. H. Linstead (Conserva- 
tive) said he did not see how any- 
body connected with industry 
could possibly sustain the argu- 
ment that branding had no rela- 
tion to quality. Surely people 
were not spending hundreds of 
thousands of pounds to establish 
trademarks and brands uniess 
they were satisfied that the quality 
that went with that brand would 
maintain the sales of the article 
over a large number of years. 
Patent medicines were a very 
good *example of where good 
quality accompanied the brand 


M.P.s Meet Donald McCullough At 
“Ad. Weekly” Convention-in-Print 


Among the leading men in ad- 
vertising and publishing taking 


part in ADVERTISER'S WEPKL\ 
Convention-in-Print are 
Members of Parliament, Mr. I. J 
Pitman and Mr 


with Mr. 


(centre) the first B.B.C 


advertising and public relations 


The report of this Session, held 
during May, will be published in 
Second Convention number, 


our 


two 


Tan Harvey. In 
the above photograph they are 
engaged in a lively conversation 
Donald McCullough, 
Brains 
Trust Question Master, who pre- 
sided at the session devoted to 


on July 13, instead of the first. 
as previously announced. 


According to the revised plan, 
the first number, on July 6, wil! 
contain the Session on “Do Ad- 
Appreciate 
that on the 
1951 Advertising Conference. In 
the second number will be pub- 
lished reports of the Sessions on 
Advertisers and the Press and on 
Advertising as a means of Public 


vertisers Sufficiently 
Advertising,” «nd 


Relations, 
Advance particulars of the re- 


maining Sessions, to be reported 
on July 20, will be given in our 


next issue. 


If there were evils connected 
with the patent medicine trade, 
they were evils connected with 
the type of advertising, and not 
in general with the quality of the 
actual goods. 

“It is common commercial 
knowledge.” he continued, “that 
by large-scale advertising large 
distribution is obtained and in 
consequence the retail price 
comes down.” 

Captain W. J. Field (Labour) 
contended that the consumer was 
paying for the advertising and 
sales pressure behind proprietary 
products 

He then quoted from a num- 
ber of advertisements for medi- 
cines and treatments extracted 
from national newspapers in the 
last few weeks. “The House will 
be able to judge,” he commented, 
“whether it feels that these 
claims which are made could 
possibly be made in good faith.” 

“The whole system of selling 
proprietary medicines,” he con- 
cluded, “is bolstered up by the 
system of resale price mainten- 
ance. If the system were modi- 
fied or taken away, then these 
disreputable claims of these pro- 
prietary articles would have long 
since disappeared.” 


Rodgers Moves 

His Amendment 

Mr. Rodgers then moved his 
amendment, which, while wel- 
coming the Report. “as a contri- 
bution to a comnlex problem.” 
recognised the valuable function 
of the mechanism of resale price 
maintenance, under prover safe- 
guards, in the complicated structure 
of a modern economic society 
The amendment also expressed 
the view that the problems in- 
volved should be handled by the 
machinery of the Monopolies 
Commission. 

“All of us.” he said, “wish to 
see the British peovle able to 
buy goods of the highest possible 


quality at the lowest possible 
price That is our entire 
approach. 


“If there were no price stan- 
dardisation or price maintenance, 
we should be plunged once more 
in this country into a system akin 
to that of the Eastern bazaars. 
where we haggle about the prices 
of various merchandise. That 
would be quite incomnatible with 
the system of mass production as 
we know it to-day Without 
some basic price standardisation. 
without some system of branding, 
and without the system of ad- 
vertising, it is quite imnossible 
for us to secure the most econ- 
omic production or the most 
economic distribution of many 
commodities 

“I have spent 20 years in the 
advertising business. and 1 have 
never heard in all those 20 years 
such nonsense talked on the 
subject of advertistne as I have 
heard to-day. 1 could give many, 


many instances to show that the 
greater the amount spent on ad- 
vertising the more continuously 


unit costs go down, and I could 
prove quite conclusively that ad- 
vertising and the branding of 
merchandise have conferred im- 
mense benefits upon the consum- 
ing public. 1f manufacturers were 
asked to produce a multiplicity of 
goods at varying standards, all 
the immense advantages that 
come to the country through mass 
production would be lost. . . . 

“It is perfectly obvious that 
immense benefits have been con- 
ferred on the public by resale 
price maintenance and by the 
availability to the public of 
branded merchandise.... On 
the other hand, if improvements 
can be made in the methods of 
distribution, or in a particular 
retail distribution, we ought to 
see what they are, so that the 
consuming public can benefit. 

“If it can be proved, for in- 
stance, that self-service stores 
Operate more efficiently than the 
ordinary type of retail store then 
the public are entitled to the 
benefit of that greater efficiency. 

“The Lloyd Jacob Committee 
accepted the principle of price 
maintenance, and recommended 
that no action should be taken 
which would deprive individual 
producers of the power to pre- 
scribe and enforce resale prices 
for goods bearing their brands. 
At the same time they would not 
allow two or more manufacturers 
to join together with that 
object. . . . 

“Il ask the Government 
whether they would allow trade 
unionists to combine in order to 
keep up wages, but deny manu- 
facturers the right to come to- 
gether to ensure a policy of price 
maintenance so that they can be 
sure of their returns and be 
enabled to keep up the level of 
employment?” 

Mr. W. H. Padley (Labour) 
said a Socialist approach to the 
problem required that a con- 
sumer advice centre should in- 
vestigate the quality of branded 
goods, and publish its findings. 


Mr. Harold Wilson (President 
of the Board of Trade) said it 
was quite clear that collective 
price maintenance associations 
with which he had discussed the 
matter were not minded to take 
any action voluntarily that would 
weaken the main structure of 
their collective resale price 
arrangements. If this attitude 
were maintained, he thought the 
House would be forced to the 
conclusion that effective action 
could not be taken without legis- 
lation. The Government was 
fully determined to ensure that 
the public should not suffer from 
the private restrictions of price 
competition. 

The amendment was lost by 
142 votes to 124. Among those 
who supported Mr. Rodgers in 
the division lobby were Mr. F. P. 
Bishop and Mr. Ian Harvey. 


; | fi 
eg & 
‘ eC‘ || Pe ad 
— ee pe: 
- eC «if 
cn : 
oe ba 
Ls 
by a 
2 . 4 * 
ic ‘, 
va 
4 ; ite 
2 
. = 
ier y 4 
a 63 
a) 
? Kee 
: 7 ae 
% ; = 
_ = 
| 
ra 7 ore. 
ce a tie 
oe 4 ike 
. id 
i ‘ 
a 3 ; 
” ~ fis 
a eat 
Bs - sr RMT IS ES. Remy — 
7 * — “ “i Ga te “ 
4 : ae ie . ie 
d iY ‘y +7 : 
a . = gta ie ie 
7 H = Pr : i ee F a ‘ a Ps Rs 
i » . : ?. oe 
7 $ a ~T a- e % 
‘S ; aa H os = 
= ry Mee 1 ae” e 
: th) fee 4 Ci 
’ 7 ea J a “AS a 
— ee 5 ee 4 of 3 pea Be FF i | ihe 
ea t Bei 8 ERED OT. Ci ae ae 
co. oe pS ee ’ 
it _» Lege i ae Sea ‘ Forecast Of 
‘ aD” se ere AEE ee 70V 
os ee ee ee y» Site aaa le if Government Action rf 
be Se ries 5. a ~ fart A oie ee 2 es : 
. & Sethe a nae ate ~ ty ee | ae ; 
a * fae irs a ca aT oi F > 
tg See aes 1k 4 a 2 “Te 

y ; : a 

“a f . 

r 

if 

BS ; 

é 

. 

a 
ae: ee 
pa % 
eat 
°§ Bt 

; & = 

: ....——_s———._.._ | — 

“as J rs 

: mo 

a 
+ : . 2 i } ‘= . 
ar (<a ar “fer © : 4 cs rita! ; _ gee => . ET a { 7 é a 
SS ae ad ee > |, pie | Ee. 3. eed ape poe x Bee sien es * 
Jj \peCnreeee ee (i |; oe ee |) eee Ps I 5: Ve Se 


June 22, 1950 


ADVERTISER'S WEEKLY 


Poster Associations Confer At Scarborough 


‘CHALLENGES’ THE NEXT BIG 
PROBLEM, MEMBERS WARNED 


Technical Session Discussions On 
Rating Changes And Dry-posting 


A new and highly successful feature of the British Poster 
Advertising Association Conference, which ended yesterday 
(Wednesday) at Scarborough, was the Technical Session on 
Tuesday, when several current problems of practice and policy 


were debated. 


Sunday and Monday were devoted to social events, the Con- 
ference proper opening on Tuesday with a Civic Welcome. 
Climax ee ee Se ee een ee ee ee 


when Lord Luke was the principal guest. This will 


reported next week. 

Delegates, visitors and their 
ladies rocked with laughter [at 
the witty speech of welcome 
delivered by the Mayor of 
Scarborough, Alderman R. F. 
Chapman, on Tuesday. 

Scarborough Corporation, he 
told the Conference, were in- 
terested in outdoor advertising 
for two reasons. One, because 
they themselves were big users 
of posters. The other, because of 
necessity a certain amount of 
control of local poster advertising 
had to be exercised. 

Replying, Mr. J. Mackenzie 
Beable, B.P.A.A. president, paid 
a tribute to the good sense with 
which, on the whole, the local 
authorities were implementing the 
special control sections of the 
Town and Country Planning Act, 
1947, “It is only when a local 
authority attempts to go beyond 
what in our mind was intended 
in the regulations that we have 
any argument at all,” he said. 
Basil Sheldon 

Elected President 

At the annual meeting on Tues- 
day morning, Mr. Basil Sheldon 
(Sheldons Ltd., Leeds) was elected 
presidemt for the ensuing year, 
and Mr. G. T. Mills (Mills & 
Rockleys Ltd.), vice-president. 

The four retiring members of 
the council, Messrs. A. E. 
Aylward (David Allen & Sons 
Ltd.), J. M. Beable, S. M. Nicoll 
(General Billposting Co.) and 
Basil Sheldon, were re-elected. 


Technical Session 

“Some of us fear that August 
1951 is going to start an era of 
great difficulty for members,” 
said Mr. H. G. Ellinger. of the 
Outdoor Advertising Industry 
Advisory Committee, during his 
address to the technical session 
on Tuesday. “We fear that chal- 
lenges will come in in great num- 
bers, and that we shall be given 
inadequate time for making our 
applications.” 

Members should bear in mind 
that, when a challenge was re- 
ceived by them, it specified the 
period within which the applica- 


be fully 


tion must be put in. This speci- 
fication was rigid. If the applica- 
tion were not submitted in time, 
the site would be lost. 

“Il recommend that members 
should start considering now how 
they are going to deal with any 
challenges they may receive,” ad- 
vised Mr. Ellinger. 

Dealing with the question of 
areas of special control, Mr. 
Ellinger told members that the 
committee had achieved an en- 
couraging amount of success, 
and mentioned the recent Win- 
chester decision and the Chelten- 
ham settlement. The former 
completely proved the commit- 
tee’s case. He felt that most of 
the trouble which had been ex- 
perienced with planning officers 
was caused by the fact that most 
of these officials were ignorant of 
the modus operandi of the out- 
door advertising industry. Once 
it was explained to them how the 
industry worked, their attitude 
became much more co-operative. 
Members could, he believed, do 
a lot to help themselves and their 
fellows by going out of their way 
to ensure that the planning 
officers understood the true facts 
about outdoor advertising. 

Many planning officers seemed 
to think that every application 
submitted to them was for an 
additional site. “They seem to 
have nO conception that we are 
losing more sites than we are 
getting.” 

The session began with an in- 
formative talk by Captain A. F. 
Bourdas, M.C., on the Local 
Government Act of 1948. 


Contestants in the Mills & Rockleys Golf Cup competition. Left to 


right (back row): 


B. Kay, Frank Kay, A. Newton, G. 


Brewer, 


H. Barrett, R. J. Hunt; (front) Fred Kay, L. Webb, H. Wass (winner), 


5S. B 


As far as rating practice was 
concerned, Captain Bourdas said, 
section four of the Advertis- 
ing Stations (Rating) Act, 1889, 
whereby hoardings were assessed 
with the premises to which they 
were attached, had now been 
varied. Provided that the right to 
use any land, including any 
hoarding, etc., were let to a per- 
son other than the owner or occu- 
pier, that land or hoarding would 
be assessed separatcly, This, he 
believed, would be of some bene- 
fit to the industry. 

The practice of slavishly ac- 
cepting the actual rent paid for 
the right of displaying advertise- 
ments as indicating the true gross 
value of the property was wrong. 
and should be combated individu- 
ally and collectively by members. 

Uniformity of assessment had 
always been, and still was, the 
aim and intention of rating law. 

The aim of advertising con- 
tractors should be to take a ten- 
ancy of a piece of land at a rent 
which carried the right to erect 
and maintain a hoarding on it. 
rather than a mere licence, and 
in every case to press the valua- 
tion officer to allow a deduction 
(to cover répair, maintefance, in- 
surance, etc.) of, say, one-tenth 
He also felt that a rebate of 
rates should be permitted when 
a hoarding was vacant. 

The debate on dry versus wet 
posting was something of a one- 
sided affair, for both Mr. R. 


Ellery (Southampton Poster Ser- 
(Continued on page 587) 


rown. 


Golf, Outing 
And Cricket 


The Conference got away to a 
the an Start on Sunday, when 
a olf competitions 
on the course of 

the § Bans Cc ‘Cu Golf Club. 

The winner of the Mills and 
Rockleys Cup—an 18-hole medal 
round off club handicaps—was 
H. Wass (Scottish Adhesives Ltd.). 

The 18-hole, two ball foursome 
competition for the Leicester Cup 
was won by A. Newton (A. W 
Newton Ltd.) and D. Bull (David 
Allen & Son Ltd., Glasgow). 


Coach Tour 


While the more energetic went 
off to play golf and tennis, the 
main body of delegates and visi- 
tors set off on Monday morning 
for a coach tour of some of 
Scarborough's beautiful environs, 
through Snainton to Troutsdale, 
and via Silpho Moors, to Har- 
wood Dale. 

A stop was made at the H 
burn Wyke Hotel for tut 
ments, before going on to lunch, 
via Staintondale. 

On Monday afternoon a com- 
bined BP.AA and LP.AA. 
team beat a Scarborough College 
XI by four wickets. H. Wass 
proved the star of the 
association team, scoring 
out and taking 5 wickets for 24. 
Scores: B.P.A.A. and L.P.A.A. 
44 for 6; Scarborough College 


1 not 


Speakers at Tuesday's technical session (left to right): H. 


Ogden, H. G. Ellinger, Capt. A. F. Bourdas, 


P. D. O'Connell, B. Sheldon, F. Ellery, F. C. Burton, J. Mills, 
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ADVERTISER'S WEEKLY 


Boosey & Hawkes Launch 
World Campaign 


BRITAIN AS MUSICAL INSTRUMENTS CENTRE 


“A world campaign [aimed at 
blishing Britain as the recog- 
1 centre of musical instru- 
ment production is now being 
launched by Boosey & Hawkes 
Ltd., who have substantially in- 
creased their advertising appro- 
priation, and appointed Mr. lan 
McLean to head an expanded ad- 
vertising department. 

Through their agents, Edward 
Walters (Advertising) Ltd. 
Boosey & Hawkes will seek to 
establish themselves as the 
premier musical people in the 
world. Advertisements will fea 
ture two recent developmen's 
which have revolutionised brass 
and woodwind instrument pro- 
duction, and the slogan “Every- 
thing in Music” and will en 
deavour to attruct visitors to the 
1951 Festival of Britain to an 
exhibition at the firm's Regent 
Street offices. 

Advertisements to iastrumenta!- 
ists, which will stress the new 
processes, will be based on the 
recommendation technique, using 
names internationally famous in 
classic and popular music. 
Negotiations are now in progress 
for the services of top-flight 
graphic artists to illustrate them. 
The scheme will comprise direct 
mail, advertisements in musical 
journals, concert programmes, 
am! the sharing on a — basis 
of dealers’ local advertising 
Boosey & Hawkes also produce 
two journals, Musical Progress 
and Mail (monthly) and Tempo 
(quarterly), which, though pro- 
motion pieces attract some out- 
side advertising. 

In the music publishing field, 
publicity will be aimed separately 
at prospects in the classical, 
popular and brass band fields. 

The series of Pocket Scores 
will probably be promoted 
through = orchestral clubs, 
and further publicity will be 
obtained through Boosey & 


Colonel Abd El Hamid Fahny 

Moursi (right), Egyptian army 

director of public relations, with 

Major C. H. Bevan, War Office 

P.R.O. responsible for posters and 
Press ads. 


Hawkes’s extensive reference 

library from which scores are 

loaned or hired. 

Advertisements for popular 

music nOW appearing in the 
(Continued on page S81) 


TRIBUNAL AWARD 
RISE FOR L.S.C. WHEN 
OVERTIME BAN LIFTED 
National Arbitration Tri- 
bunal Award on L,S.C.- 
L.MLP.A. dispute announced 
yest : 
LS.C, minimum increased 
by 3s. 6d. to 1435 6d. weekly, 
payable when overtime ban is 
lifted. 


Minimum rates for mono- 
back for settlement by negotia- 


tion within three months, 
with voluntary return to arbi- 


L.M.P.A, willing to meet 
L.S.C. when overtime ban and 
other 


aggressive aciion ceases. 


es Dollars: 


o Decision 


No decision has yet been 
reached as to the amount of 
dollars to be allocated for news- 
print in 1951, Mr. Harold Wilson, 
President of the Board of Trade, 
Stated in the House of Commons 
last Thursday. 

Asked by Air Commodore 
Harvey why it had been decided 
to reduce the size of the national 
dailies, Mr. Wilson replied: 

“I understand from my discus- 
sions with them that the calcula- 
tions they made carlier, when 
they were hoping to maintain the 
seven-page mewspaper for a 
longer period, have proved some- 
what unrealistic, because it has 
been more difficult than was ex- 
pected to buy supplies in certain 
soft-currency countries.” 


. 
Commercial Art 
Gallery 
At its West End Centre, in 
Regent Street, the Evening News 
is presenting a “Gallery of Com- 
mercial Art,” consisting of some 
30 original drawings and paint- 
ings, which will be open to the 

public from June 27 

Assembled in co-operation with 
many London advertising agen- 
cies, they have been selected to 
exemplify a wide variety of styles 
and treatments in current em- 
es. 


SUNDAY EDITORS HIT AT SPONSORED RADIO 


Spokesmen of Sunday news- 
papers taking part in a B.B.C. 
recorded discussion at Chelsea 
Town Hall on Thursday vigor- 
ously denied that they were 
deliberately fostering opposition 
to commercial radio in this 
country, to. protect their owa 
sources of advertisement revenue 

Part of the discussion will be 
broadcast next Monday in the 
Light Programme, in the series 
“Now's Your Chance.” 

Those taking part were Messrs. 
H. V. Hodson, editor, Sunduy 
Times; Charles Eade, editor, 
Sunday Dispatch; W. R. Richard- 
son, editor, Reynolds News; 
William Clark, of the Observer; 
and Arthur Waters, editor, News 
of the World. 

A questioner asked what was 
the attitude of the Sunday Press 
towards the introduction of com 
mercial radio into this country; 
and would it be fair to suggest 
that they were deliberately help- 
ing to create a climate of public 
opinion hostile towards commer- 
cial radio, in order to protect 
their own sources of advertise- 
ment revenue, 

Mr. Clark replied “Personally. 
I think that commercial radio in 
this country would be a disaster, 
but it would not be a disaster for 
Sunday or other papers 

“The experience of countries 
like America, Canada and Austra 
ha is that commercial radio in- 
creases the amount of advertising 
available. I personally oppose 


the idea because it would lower 
the standards of radio.” 

Mr. Hodson said that while 
editors took note of the require- 
ments of the business side, and 
conferred regularly with their 
advertisement managers, they 
never submitted to any form of 
control from the advertisement 
side, or from any outside source 
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Canada Told Of 
Ad. Conference 


Advertising people in Canada 
are wholeheartedly in support of 
the International Advertising 
Conference (Britain) 1951, says 
Mr. Drummond Armstrong, 
director, Advertising Association, 
who returned from the American 
continent on Monday 

After attending the Convention 
of the Advertising Federation of 
America, at Detroit, Mr. Arm- 
strong went to Canada, and on 
Tuesday last week spoke at the 
luncheon of the Advertising and 
Sales Club of Toronto, given to 
delegates to the annual conven- 
tion of the Canadian Advertising 
and Sales Federation. 

Mr. Armstrong told the 
Canadians that the scheme under 
which the Clubs movement of 
Britain invited young American 
advertising men and women to be 
their guests during the conference 
also applies to Canada, and to the 
whole of the British Common- 
wealth. 


“Our Civil Servants 
Dislike Press” 


Mr. E. J. Robertson, chairman 
and managing director, Express 
newspapers, said at the Imperial 
Press Conference at Ottawa on 
Saturday: 

“Newsprint controls are being 
used to censor newspapers. The 
civil servant in Britain dislikes 
the newspapers. He considers it 
right to ‘cut them down. He feels 
that larger papers mean more 
advertising, and more money 
being spent, which might upset 
the Socialist economic plan. They 
prefer to let tobacco in rather 
than newsprint, because of what 
they get in taxes on tobacco 
sales. They have told me this 
themselves.” 


‘Evening News’ RateUp30s.A4nInch 

Ne "ws 
being 
a column inch from Sep- 


The Evening 
ment 
£1 10s 
tember | Mr. W. B 
advertisement manager, announc- 
ing the increase, says that this 
year’saverage daily net sales are 
considerably higher than those of 
1949 

The new rate card shows these 
figures : 

£400 8 in. x 2 

page 

£275 8 in. x 2 

page. 

£260 8 in. x 2 cols. island main 

news page 

£15 0s. per sx 

news page facing leader. 
£14 per s.c. inch position not 
guarantesd 


idvertise- 
raised by 


rate 1S 


Harbud, 


solus front 


cols 


solus leader 


1 
cos 


inch, main 


LSB. A. NEW MEMBERS 

New members of the Incorpor- 
ated Society of British Advertisers 
are Ronson Products Ltd. 
Leatherhead, Surrey, and H. 
Morris & Co. Ltd., Glasgow. 


. Signed “a 


Mf. Harbud’s letter carries an 
official notification that from July 
3 and until further notice the 
Evening News will not be per- 
mitted to publish more than 6- 
page issues daily 


Y. & R. To Form 
Radio Department 


Miss Mary Harris, a _ pro- 
gramme supervisor in the radio 
department of Young & Rubicam 
Inc., New York, has come to 
Britain to supervise the establish- 
ment of a radio department for 
their London office. She is stay- 
ing until about September 

One of her first tasks is to 
produce and manage a series of 
programmes on Radio Luxem 
bourg sponsored by Thomas 
Hedley & Co. for Tide, featuring 
Donald Peers, who has just 
two-year contract with 
Harry Alan Towers, who will 
distribute his programmes 
throughout the world. 
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Wrey Again 


Chairman 


Mr. C. B. Wrey (imperial 
Tobacco Co. (Great Britain & 
Ireland) Ltd.) has been re-elected 
chairman of the 1950/51 execu- 
tive committee of the Incorpor- 
ated Society of British Adver- 
lisers. 

Mr. E. C. Bowyer (Society of 
British Aijrcraft Constructors 
Ltd.) remains vice-chairman; Mr. 
N. Vanham-Payne (Charles Butler 
Ltd.) is hon. treasurer, succeeding 
Mr. Clifford Turner (Glaxo 
Laboratories Ltd.). 

With the co-option of certain 
members, the constitution of the 


executive committee now is: 
2 C. Bowyer; F. W. Paul 
Corbould (Vick International 
Ltd.); G. Gordon Hargrave 


(Chivers & Sons Ltd.); M. 
(Arthur Guinness, Son & Co.); 
Sidney Rogerson (Imperial 
Chemical Industries Ltd.); Louis 
A. Ruff (Hugh Smith & Co. 
(Possi!) Ltd).; Wm. C. Thielé 
(Yardley & Co. Ltd.); Clifford 
Turner; N Vanham-Payne; 
P. G. E. Warburton (Richard 
Hudnut Ltd.); Douglas Wilson 
(United Steel Companies Ltd.); 
C. Alan Wood (Hovis Ltd.); 


“Herald” Full-Page 
Ad. To-day 


Believed to be the first full- 
page space in a standard-size 
London national daily since 1939, 
the advertisement for Montague 
Burton Ltd., which appears in the 
Daily Herald to-day (Thursday), 
is the result of a piece of speedy 
co-operation between the adver- 
tiser, the agency and the paper 
At 6 p.m. on June 12, Wilfrid 
Tisbury & Co., Ltd., were called 
into conference by the company’s 
publicity director and briefed for 
the advertisement, which is an an- 
nouncement of the opening of the 
new Montague Burton shop in 
Regent Street. 

The advertisement will appear 
as a half-page in the Daily 
Express next week. 

Whitehall Advertising, Leeds, 
continue as agents for Montague 
Burton Ltd. 


Advertising By 
Blimp Soon 

Mr. W. H. T. Tayleur, of 
W. H. T. Tayleur (Publicists) Ltd , 
states that he now has under 
contract four aircraft capable of 
banner towing and the only plane 
in the country equipped and 
passed for smoke-making 

He is also taking steps to con- 
tract for a dirigible suitable for 
publicity purposes. 

Now that petrol rationing is 
abolished, there is no legal bar 
to advertising by means of air- 
craft 


CLUB NEWS 


Trish Clubs Elect 
Officers 

The Publicity Club of Ireland 
officers for 1950/51 are: chair- 
man, Edward F. MacSweency 
(Odeon, Ireland, Ltd.); vice-chair- 
men, Victor M. Woods (Fry- 
Cadbury, Ireland) and Gordon 
Sutton Kelly; hon. treasurers. 
Albert Price (W. D. and H. O 
Wills) and J. H. Webb (Irish 
Times); hon. secretary, David P 
Luke (Fleet Publications). 
Maurice O'Flynn (Royal Dutch 
Airlines) and M. Miller (irish 
Times) have been co-opted to the 
council. 

The third annual publicity ball 
is to be held in the Metropole. 
Dublin, on January 9, 1951. 

Officers and Council of the 
Irish Advertiging-Press Club for 
1950-51 are: 

William G. King (rish Inde- 
pendent), chairman; Frank Pad- 
bury (Padbury Advertising), vice- 
chairman: Horace Denham 
(Radio Review), hon. treasurer: 
F. Durley (O’Kennedy-Brindley) 
and Michael J. O'Connor (Fleet 
Publications), hon. secretaries: 
Walter Mahon Smith (The Stan- 
dard), Kevin J. McManus (Trish 


Independent), Eimar Spillane 
(McConnell’s Advertising Ser- 
vice), Samuel Suttle (Public 


Relations Dept., Electricity Sup- 
ply Board) and Peter D. M. 
Rackow (Cinema and General 
Publicity). 


Aldwych 


i? 

Finances Improve 

The annual report of the Ald- 
wych Club, London, to be pre- 
sented at the annual meeting on 
July 10, discloses a year of 
marked progress. during which 
the financial position showed 
considerable improvement. 

The loss of £261 2s. 9d. for 
the year ended March 31 repre- 
sented a reduction of over £600 
as compared with the loss for the 
previous year, and the improve- 
ment is said to have been 
maintained 

Donations by Club members to 
N.A.B5S. totalled £692 17s. 6d.. 
an increase of £121 &s. 8d. over 
the previous year 


Bournemouth 
Beale Is Chairman 


Bournemouth Publicity Club 
has appointed the following 
officers: J. E. Beale, chairman; 
W. Howlett, vice-chairman; S. A 
Tilley, hon. secretary; A. G 
Luckin, hon. treasurer; committee. 
H. W. Wilson. W. Birtwistle, Mrs. 
Lane, F. Courtney, R. A. Lloyd, 
J. D. O'Rourke and S. G. Corey. 


The Publicity Club of New- 
castle - upon - Tyne at their 
luncheon meeting last Thursday 
heard Mr. J. Galloway, Conserva- 
tive agent for the Northern 
Counties, give his “Reflections 
and Recollections.” 


(Keystone phote 


At the Publicity Club of London luncheon, to the Lord Mayor of 


London. 


Left to right: Col. J. Hulme Taylor (City Marshal), Mrs. 


Warden, the Lord Mayor of London (Sir Frederick Rowland), Col. 
George Warden, the Lady Mayoress, Lord Mackintosh, Mrs. Wells, 
Major and Sheriff Stanley Wells, Mrs. Gollings. 


London Club Entertains 
The Lord Mayor 


Many references to the pro- 
gress achieved by the Publicity 
Club of London were made at 
the very successful luncheon 
given by the Club to its president, 
the Lord Mayor of London (Sir 
Frederick Rowland), at the Café 
Royal on Tuesday 

The chairman, Col. George 
Warden, in proposing the Lord 
Mayor's health, claimed that the 
Club's 37 years’ history was one 


of steady development and 
increasing membership. 
Among the activities, apart 


from the regular meetings, that 
he singled out for special mention 
were: the Little Journeys; the 
public speaking section, Public 
Speaking Contest; and the award 
of the Publicity Club of London 
Cup to Lord Mackintosh 
Responding, the Lord Mayor 
referred to the assistance that 
members had given in connection 
with the Lord Mayor's Thanks- 
giving Fund launched this year, 
and mentioned that Mr. Arthur 
Chadwick had offered to go up 
and down the country to acquaint 
people with that cause 
Club, said Sir Frederick, con- 
tained members who represented 
many of the most important firms 
in the City; and he wished it 
every prosperity. 


Mr. W. H. Gollings, vice- 
chairman, proposed the toast of 
the guests. 


The reply was by Mr. Adrian 
Berrill, chairman, Central News 
Agency, Johannesburg, who 
recalled that when he had 
addressed the Club twenty years 
ago its membership was only a 
few hundreds. It was now, he had 


- Manchester 


. 

Committee Chairmen 

Manchester Publicity Associa- 
tion has appointed the following 
as counci! chairmen of commit- 
tees: education, A. R. Fasham; 
junior section, T. Butterworth; 
Press and publicity, D. Buckland- 
Smith; membership, Hugh 
Holker; bulletin, Ashley Taylor; 
public speaking, David Wicks; 
social, T. G. N. Pearce; speakers, 
W. McMillan; exhibition, W. E. 
Hill. 


discovered, 1,066. Ex i 
his* envy of the amenities —~ 
facilities the Club offered, Mr. 
Berrill spoke of the good the Club 
could do to improve the quality 
of advertising and advertising 
practice, and give both status and 
dignity to the profession. , 
A striking tribute was voiced | 
by Mr. Norman Groome (winner 4 
of the National Public Speaking 
Contest individual award) to Col. 
Warden—as sportsman, scholar, 
administrator, and committee 
man, under whom, he said, the 
Club had had a vintage year. 


CRICKETERS WANTED 
FOR “TWO FREDS” 


Mr. V. G. Sherren (National 
Trade Press Ltd.) and Mr. H. H. 1 
Gibbons (Press Alliances Lid.), 
the two captains for the Fleet 
Street Column Club's “Two 
Freds” match, to be held in aid 
of NABS. at the Finchley 
Cricket Club ground = on 
Wednesday, September 13, are 
anxious to hear from any 
cricketers in advertising, journal- 
ism, paper or print, willing to 
take part. They should state 
whom they normally play for and 
in what capacity. 


Rael 


The more runs scored the 
better for N.A.BS. Mr. Dud 
Turner (of Dudley Turner 
Vincent Ltd.) is once again giving 
a shilling for each run scored by 
one side, and his partner, Mr. 
Stanley Vincent, a shilling for 
each scored by their opponents. 


Hall 
Council “Knocked” 


Hull Publicity Club monthly 
luncheon was a free-for-all at 
which the members were invited 
to “knock” their council with 
complaints and suggestions 


North Wales 


Contention Prestdeet 


The Marquess of Ang has 
accepted the presidency of the 
Publicity Convention being organ- 
ised by the Publicity b of 
North Wales, in September. 


pace : 
i — $43 ADVERTISER'S WEEKLY 
5 ¢ al : : <~ 
: Ae , J 
A 4 ry 
ee : 
} ee 4 
rt a 
ollie - 
“ag? B 
= 
aD 4 
oni ' (Solignum Ltd.); C. J. Harrison : 
pe (Horlicks Ltd.); B. E. Kent (Allen 7 
le & Hanbury Ltd Cc. M. Muir ; , 
git ten, a ¢ 
a : ig 
aie : 
oe 
at i 
ont aon 
a & 
=" Cc. B. Wrey. i 
#7 : : Le 
aie Ee a es ® 
ae = = ; oe 
: 23 
" a) mn 
ose _ 
ce es 
ae / 
Le bi 3 
ie | 2? 
kt * fi ; ; 
4. zg 
he Se 
t. a a. 
i* pe - = Po Br 
bay re 
‘ rn 
ik fF ae 
¥ y 
= ; . aa 
> 7 
sf Fe a 7 
J a — ; 
: . . 1 
r Pas a 23 
alee da 
f ee i 1 Ee — , 4 
.7 4 2 ee ~! 3 , : : : 


ADVERTISER'S WEEKLY 


‘Lecture Membership’ 
Plan For B.D.A. 


Retailers and their assist- 
ants throughout the country may 
soon be admitted to “lecture 
membership” of the British Dis 
play Association—probably at an 
annual subscription of 15s. This 
was one of the constitutional 
changes put forward at a mecting 
of the B.D.A. executive on June 
10, when details of the new 
development plan for the associa- 
tion were completed. The plan 
will be circulated to all members 
as a referendum, and the revised 
constitution drawn up after mem- 
bers’ replies have come in. 

The referendum proposes that 
branches of the B.D.A. should be 
opened in many provincial towns, 
and that the London association 
should be regarded as a local 
branch having the same status 45 
any other, 

The idea behind the lecture 
membership proposal is that 
people who dress their own win- 
dows should have the opportunity 
of hearing about, and discussing, 
the latest in display techniques 


New Zealanders 
Like Film Slides 


Mr. L. R. Gilmour, general 


manager of Screens Advertising 
Rita. of Wellington, Neav Zea- 
Viand, is in London hoping to 
jeorrect a misapprehension which 
he feels exisis among British ad- 
vertisers and agents about screen 
advertising in New Zealand. 

There is, says Mr. Gilmour, 
a prejudice bere against film slide 
advertising, but because of the 

culiar conditions obtaining in 
his country, slides are more suit- 
able than advertising films. The 
citlema is the prime entertain- 
ment factor in New Zealand, and 
films, which are changed twice 
a week even in the biggest 
cinemas, are shown in separate 
programmes with intervals in 
which about 40 slides are shown 
New Zealand exhibitors would 
resist advertising films in addi- 
tion to the slides. 

Mr. Gilmour is staying in 
Britain until about September, 
and can be contacted at 34 
Beaufort Gardens, Knightsbridge, 
8.W.3. 


A.P. Printing “Old 


Ben” Programme 

Amalgamated Press Ltd. is this 

ar to produce the Souvenir 
al for the concert in aid 
of the Newsvendors Benevolent 
and Provident Institution (“Old 
Ben”) on October 29. 

Proceeds of the sale of adver- 
tisement space in the programme 
are in fact a donation to the 
organisation 


The Statutory Committee of the 
Pharmaceutical Society of Great 
Britain is holding an inquiry into 
the case of a firm's three associ- 
ated companies alleged to have 
published advertisements drawing 
attention to dispensing services 
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AIMS. ABOUT PEOPLE 


John Taffs 


C. L.A. Russell 


W. A. P. Carr 


John Taffs, publicity manager 
of the English Electric Co., retires 
at the end of June, after 45 years. 


He is a member of the 
execttive and financial com- 
mittees of the Incorporated 
Society of British Adver- 
tisers, and was a member of the 
founding council of the Audit 
Bureau of Circulations. He be- 
came a member of the Incorpor- 
ated Advertising Managers Asso- 
ciation in 1938, and is chairman 
of the B.E.A.M.A. publicity 
committee, a post he relinquishes 
on his retirement. 


For 34 years, from 1927, Mr. 
Taffs was chairman of the engin- 
eering section of the LS.B.A. 
committee, and was among the 


Kingsley Belsten, publicity 
manager of Wolsey Hall, Oxford, 
has been appointed a Fellow of 
the Incorporated Society of Ad- 
vertisement Consultants, of which 
he has been a member for seven- 
teen years. 

Mr. Belsten was the founder, 
and is a vice-president, of the 
Advertising Club of Oxford. 

From 1934 to 1945 he was 
hon. publicity director of the 
Oxford Publicity Board, and 
during the war he was respon- 
sible for the direction § of 
National Savings publicity in 
Oxford 

* * - 

Arthur Chadwick, as was 
stated by the Lord Mayor at the 
Publicity Club of London 
luncheon on Tuesday, has under 
taken to play an active part in 
raising money for the Lord 
Mayor's National Thanksgiving 
Fund, with which he is now 
officially associated. He will 
work in collaboration with civic 
authorities and other organisa- 
tions throughout the country, in 
an endeavour to stimulate interest 
in and support for the Fund 

* * a 


W. F. Mallard and A. R. Wood 
have joined the Board of Star 
Process Engraving Co., Ltd. 


John Tafjs Retiring After 45 Years 


first to work for standard page 
sizes in technical journals, 

Mr. Taffs joined Dick Kerr & 
Co. in 1905, and entered the pub- 
licity department in 1911, being 
appointed advertising manager 
in 1913. After the first world 
war, he returned from the Royal 
Naval Air Service to what had 
become the English Electric Co., 
and became advertising manager 
in 1922. For a time he was joint 
publicity manager, with the late 
H. W. Kefford, and became 
manager of the publicity depart- 


ment in 1945. 

After a month's holiday in 
Italy, Mr. Taffs will take up 
various Consultative appointments 
in connection with engineering 
and other publicity matters. 


Roy Courtice, at one time chief 
package designer to Sir William 
Crawford & Partners Ltd., who 
has been an independent package 
and industrial designer for four 
years, has been appointed design 
consultant to the English branch 
of Max Factor Ltd., from July 1. 


OBITUARY 
W. G. Richards 


Mr. William George Richards, 
Marconi's 
Ltd., 


publicity manager, 
Wireless Telegraph Co., 
died last 
Thursday, 
aged 61 
Appren 
ticed to the 
Stroud 
Journal, he 
joined, in 
1909, the re- 
porting staff 
of the Glou 
cester Citi 
zen, where 
he remained 


for five 
years. After 
the first 


June 22, 1950 
Lawrence Leaving 
“Liverpool Post” 
1.S.A.C. Honour 
Kingsley Belsten 


Mullard, Wood, Join 
Star Process Board 


W. E. B. Lawrence, who has 
been London advertisement 
manager, Liverpool Daily Post 
and Echo for 28 years, retires on 
June 30. He is a _ founder- 
member of the Aldwych Club, 
and has been in Fleet Street for 
Si years. 

Mr. Lawrence is to be suc- 
ceeded on July 1 by C. L. A. 
Russell, who has deputised for 
him recently. Mr. Russell has 
been with the paper, in the Lon- 
don office, for 31 years, having 
started as a junior in 1919. 

* * * 

_W. A. P. Carr, formerly with 
Pictorial Publicity, has joined the 
creative staff of Nelson Adver- 
tising. He started his advertis- 
ing career with London Press 
Exchange, and later was studio 
manager for two years with Here- 
ford Studio, - 

* . * 


Robert M recently 
with Portland Plastics Ltd., has 
nh appointed sales promotion 
manager with Marco Refrigera- 
tors Ltd. 
* * * 

Derek Harris, former sales 
manager. has been appointed 
general manager, Hamilton Trad- 
ing Co., Ltd., manufacturers of 
the Comet pen. He has been 
responsible for the advertising fog 
this company, and will continue 
to supervise sales. 


* * * 
_ Raymond Broad, mentioned 
in a recent issue as having 


been elected to the local govern- 
ment group committee of the In- 
stitute of Public Relations, is 
editor of the Municipal Review, 
not of the Municipal Journal, 
which is edited by D. L. Harrison. 


on the Yorkshire Evening Post. 

In December 1920 he joined 
the Marconi Company as an 
assistant in the publicity depart- 
ment, of which he became chief 
in 1923. 

He was a member of the In- 
corporated Society of Advertise- 
ment Consultants 


“Accidental Death” 


A verdict of accidental death 
was recorded at the Westminster 
inquest on Friday on Mr. Robert 
Stirling Tomlin, senior partner in 
Henry Squire & Co., who was 
killed when he fell from a first 
floor balcony at Canada House, 
London, last week. 

The coroner (Mr. H. Neville 
Stafford): “It may well be that 
he had a giddy attack and fell 
over the balcony. There is noth- 
ing to suggest that he should have 
deliberately taken his life.” 
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an A.P. pustication 
NINEPENCE MONTHLY - PAGE RATE £500 


GHAS. E. MANDER, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTO., THE PLEETWAY HOUSE, Longe ‘ECA. 
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Read Hansard And 
Be Warned! 


\ LL who are concerned with the future of advertising should 


obtain a copy of Hansard and read every word of the 
debate, briefly summarised in this issue, on the Report of 
the Committee on Resale Price Maintenance. 

They may be appalled, they may wax apoplectic with fury, but 
they will find their study extremely illuminating. And they will 
have been warned 

The system by which branded goods are marketed and adver- 
tised is seriously challenged on grounds both of ethics and 
economies, and is threatened with legislative interference. The 
significance of this to the advertising business hardly needs 
stressing, for without advertising, brand names could never have 
been established and could never be maintained. Consumer 
advertising justifies itself as a service to the community largely 
because, by creating a mass demand for branded products, it has 
made mass production possible, and so ensured for the consumer 
a wide range of commodities of standardised and reliable quality 
at the lowest economic price. 

* * wa 

N its report the Committee on Resale Price Maintenance 

recognised the value of branding, and recommended that 
individual producers should retain the power to prescribe and 
enforce resale prices for goods bearing their brands. But it went 
on, somewhat illogically, to propose that producers should be 
debarred from combining, as they do now, to enforce collective 
price maintenance schemes. 

This recommendation, apparently, the Government proposes to 
adopt, in the doubtless sincere but curious belief that by so doing 
it will benefit the consumer. Its declared intention has been 
hailed with glee by its Parliamentary supporters, who cannot get 
it out of their heads, despite all evidence to the contrary, that 
advertising of branded products, coupled with price maintenance, 
inflates retail prices to consumer detriment. 

a + 

T was indeed fortunate that there was at least one Member 

whose grasp of advertising and economics enabled him to 
intervene in the debate with effect and to demolish some of the 
misconceptions cherished by speakers on the Government side. 
Abandonment of price standardisation or price maintenance, Mr. 
John Rodgers pointed out, would be a retrograde step, as we should 
thereby be plunged back into a primitive procedure where all 
prices would be the subject of haggling. This, he stressed, would 
be quite incompatible with the system of mass production as we 
know it to-day. To deny manufacturers the right to come together 
to ensure a policy of price maintenance, so that they could be 
sure of their returns and be enabled to keep up the level of employ- 
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ment, would be unfair, and, he i 
See suggested, might prove 

But reason did not prevail, and the first round in what may be 
a prolonged bayle was lost, as it was bound to be with the 
voting on strictly party lines. The Government, it is clear, is 
determined to clip the wings of branded goods manufacturers and 
to appoint, as well, a Consumer Council to investigate and 
expose “unscrupulous” advertising. 

The advertising business, it is equally clear, must fight back. 
But are Mr. Rodgers and those of his colleagues in the House who 
share his outlook and experience to be its only champions? 

Whi are the newspapers, which live by advertising, so silent? 
And why is the Advertising Association public relations scheme, 
designed to meet just such a situation as this, apparently stillborn 


because no funds can be found to launch it? 


To-morrow’s Topics 


TWO ANNOUNCEMENTS. made by 
the Government during the past 
week will be welcomed by the 
advertising business. The first is 


that the long de- 
CENSUS ferred Census of 
NEXT 


Population will be 

held on April 8 
YEAR next year. It is 

nearly 20 years 
since the last Census was held, 
in 1931, and the absence of up-to- 
date population data has been for 
some time a handicap, since it 
provides basic information for 
market research and campaign 
planning. Approximate figures 
have, of course, been available 
from the Registrar General's 
reports, but these have not gone 
far enough. 

The indignation expressed by 
more than one newspaper be- 
cause it is proposed to extend the 
scope of information sought 
will not bé shared by those who 
believe that all factual informa- 
tion about the way people live 
can be put to a socially useful 
purpose. 


—_— — = 

THE SECOND is that the Census 
of Distribution, as already 
planned, will definitely be taken 
next year, to cover the whole of 
and = that 

DATA FROM traders will also be 
RADERS required to give 
ul details of the num- 
Too ber of people they 
employed and the 

wages paid in the week ending 
June 24 of this year. Wholesale 
and retail traders, who have 
looked askance at this scheme, 
partly because they suspect that 
the information may be used to 
their disadvantage, and partly 
because they have completed 
quite enough forms for one life- 
time, will be relieved to know 


that the forms it is proposed to 
use have been greatly simplified 
compared with those used in the 
pilot Census taken in 1948. Al- 
though the returns will, of course, 
be confidential, the statistics com- 
piled from them will doubtless 
be published, and will form an 
invaluable outline to the pattern 
of distribution, which has greatly 
changed during the past decade. 
These again will add to the at 
present meagre sum of basic in- 
formation without which market- 
ing and advertising cannot be 
scientifically planned. 
— — = 

A LIBEL action that has been 
heard and decided is only a 
“To-Morrow's Topic” in the 
sense that every such action con- 


stitutes a guide as 
STORY OF 


to what, in future, 


may be safely 
A LIBEL written and printed. 
ACTION 


This is our excuse 

for mentioning 
here an action heard in Dublin 
last December. It is topical be- 
cause The Irish Times Ltd. has 
just published in booklet form a 
summary of the evidence in the 
case, which concerned an adver- 
tisement in the Irish Times by a 
firm of bedding and furniture 
manufacturers. This firm was 
sued by an author and artist, who 
alleged that he had been libelled 
by a caricature and a rhyme used 
as part of the advertisement. The 
verdict went to the defendants 
after a hearing, the report of 
which has a rich flavour of Irish 
humour. Both as instruction and 
entertainment, the booklet can 
be commended. Copies can be 
obtained free of charge from Mr. 
P. M. Myers, publicity manager 
of the Irish Times, 31 Westmore- 
land Street, Dublin. 
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permit her to buy those quality products 
that will make the beautiful home a practical 


home as well... she, herself, will have 


all the more confidence in buying for 
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ADVERTISER'S WEEKLY 


LEASE bear with me for 
P: moment while I grudg- 


ingly withdraw a state- 
ment in my article of May 25. 
It is truce, as a correspondent 
points out, that the Concise 
Oxford and other dictionaries 
define the noun “quality” as 
“degree of excellence” and that 
Chambers includes, among other 
definitions, “superior birth or 
character.” 

I therefore can no longer say 
that “quality” is quite incapable 
of suggesting goodness, high 
value, or any other desirable 
attribute. It can, indeed, suggest 
any or all of these things, and 
much else besides, to Mr. Not 
Snooty and others whose ear for 
the English language is attuned 
more to the definitions of the 
dictionary than to the master- 
pieces of English literature. 

But I do assure such people 
that, despite all the dictionaries, 
the use of the word “quality” to 
mean goodness or excellence in- 
variably betrays lack of precision 
and perception, and thet in most 
instances it is far beyond the 
borders of good taste. 

In an advertisement in The 
Tins this morning | saw that | 
could buy Irish linen handker- 
chiefs of fine quality for $s. 10d., 
and others of superior quality 
for 4s, 8d. If “quality” already 
means superior character, what 
am I to understand by “superior 
quality"? Which reminds me cf 
something that isn't in the diction- 


How Much Sugar, 
How Much Pill? 


ary—-the use of The Quality dy 
Irish peasants as a synonym for 
the upper classes. 


HAVING SCANDALISED my secre- 
tary by sprawling experimentally 
on my desk in my bare feet, | 
have come to the conclusion that 
the correspondent who shed 
crocodile tears a week or two 
ago over my “error” about the 


Review of 
Advertising 
by 
{(COPYTASTER 


figure in the Shell advertisement 
having two right feet has himself 
come a proper cropper. Many 
thanks to the reader who sprang 
to my defence. Mr. H. W. Jacobs 
will kindly parade outside The 


OBSERVER 


58 HIGH STREET, CHATHAM 
ronoon: ARTHUR CLAY, 80 FLEET ST. con 7500 


| evitable 


Falstaff in sackcloth and ashes 
at 11.30 a.m. to-morrow, Friday. 


* . * 


More-or-Less artificial induce- 
ments to read advertisements 
about products and services that 
are not in themselves intrinsically 
interesting are justifiable only if 
the reader does not feel cheated 
at the end. We have all sat 
through advertising films that 
were actually applauded by the 
audience, but some of us can 
remember others that almost 

‘ovoked riots, so badly did they 

t the audience down. 

Assuming, as we must, that 
anything resembling « strip car- 
toon is a bait, an inducement, 
and almost a trap for readers, we 
can avoid letting the readers feel 
cheated in two ways. Either we 
can make the strip so entertain- 
ing or exciting all the way 
through that the reader scarcely 
realises he has absorbed an ad- 
vertisement (as in the admirable 
current Horlick’s strips), or we 
can keep the strip so close to the 
product from the very beginning 
that there is no possibility of an 
unwelcome surprise for the 
reader at the climax, since the 
hook was always visible. 

British Road Services were 
surely wise to adopt the latter 
course, for a nationalised indus- 
try must not add fuel to the fires 
of controversy by even a hint of 
trickery. So the writer has had 
to give the game away before the 
copy was ten words old, and he 
must have blessed the artist who 
gave him such a strong drawing 
alongside, But he had a good 
story to tell—almost too good io 
be credible, perhaps—and he 
adopted the wise course of 
delivering his tale round and un- 
varnished, letting the facts speak 
for themselves. 

But one cannot help asking 
whether there is not too little 
sugar and too much pill in the ad- 
vertisement. Are all those tele- 
phone numbers really necessary? 
Wouldn't it be better to say 
“You'll find your Divisional 
Office under ‘British Road Ser- 
vices’ in the phone book,” or 
“Any telephone exchange will 
tell you the number of our 
nearest office”? This may not be 
possible, of course, but it jolly 
well ought to be. There's no 
sense in nationalisation if the 
Government departments can't 
co-operate. 

Looking at the advertisement 
as a whole, it occurs to me that 
it may have its greatest success in 
an unexpected direction, Under 
fire from most of the newspapers, 
and perhaps unsettled by the in- 
changes caused by 
nationalisation, the lorry drivers 


copywriter must have 
blessed the artist.” 


and other staff could probably 
do with a spot of tonic. Maybe 
this advertisement and others in 
the same vein will do more than 
any number of morale-boosting 
talks could ever do to put their 
tails up and help them shake 
down into a team. This kind of 
side-effect of a good campaign is 
much more common than most 
people realise. Indeed 1 have 
sometimes wondered whether 
campaigns ostensibly aimed at 
the general reader were not ex- 
pressly designed to keep the ad- 
vertisers’ staff on their toes. Was 
it Kleen-E-Zee brushes that ran 
a campaign some years ago to 
tell housewives about the smart 
young men who would be knock- 
ing at their doors? And isn't 
there a story about fabulous feats 
of productivity by Lyons’s 


PROICATIVE | 
byte | 
Battery with | 
power To spare! 
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“What does this advertisement 
mean?” (See page 550.) 
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BRITISH TRANSPORT COMMISSION 


COMMERCIAL ADVERTISING RATES 


ROAD PASSENGER SERVICES 


HE rates for advertising space on 

the buses and trolleybuses operated 
by the British Transport Commission in 
the provinces have now been standardised, 
and all new and renewal contracts entered 
into on and after 1 June are being made 
at the new rates. 
With this further step in the co-ordination 
of advertising rates on the Commission's 
vehicles, all contracts for advertising on 
road passenger vehicles will be made on one 
of three standard rate structures, covering: 

(i) the London Transport Area 

(ii) the Provinces 

(iii) Scotland 
This arrangement is designed to simplify 
for Advertisers and their Agents the 
planning of national bus advertising 
campaigns. 
Control of advertising space on the 
vehicles of the following companies will 
shortly be assumed by the Commission's 


Commercial Advertisement Division, and 
the advertising rates for new and renewal 
contracts will be brought into line with the 
provincial bus advertising rate structure: 


EFFECTIVE | JULY 1950 
Red and White Services Ltd. 
Cheltenham & District Traction Co. 
Newbury & District Motor Services Lad. 
Veature Ltd. (Basingstoke) 
EFFECTIVE | OCTOBER 1950 


United Welsh Services Ltd. 


As and when the control of advertising 
on further road passenger undertakings 
passes to the Commission, the advertising 
rates will be brought into line with the 
appropriate rate structure in each case. 
Enquiries for all space controlled by the 
Commission should be addressed to : 


COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2 
TELEPHONE : TEMPLE BAR 3490 
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ADVERTISER'S WEEKLY 


Seen at the Motor Show 


Where there’s a CAR 
there’s a boy! 


Boys know cars inside and out. Their merits (and de-merits) 
are discussed and argued continuously. 


See these youngsters at the Motor Show or watch them 
gather round*a new model parked in the street. Better 
still, listen to them advising Dad what he can do with 
“ Old Faithful” before buying a 1950 de luxe model! 

But seriously, this expert knowledge does have an influence 
on family spending and advertisers will find it pays to 
keep these young men informed of their future plans 
through the pages of BOY'S OWN Paper. 


Quite soon, they will be taking out their own driving 
licences so now is the time to tell them not only about 
cars, but radio, cameras, motor cycles and all the other 
things that interest the up-and-coming generation, 


George H. Phipps, Advertisement Manager 
35, John Street, London, W.C.1 
Telephone: CHAncery 6151-2 


| in Today's Health 


June 22, 1950 


Review Of Advertising—continued 


waitresses when the “Nippy” 
campaign was in full swing? 
Perhaps British Road Services 
are building better than they 
know 

* * * 

A READER asks me to tell him 

and you just what these ad- 
vertisements for Stoniflex Roofing 
Pelt and Oldham Batteries mean. 

Oldham’s headline does, in 
fact, mean something—though 
scarcely one reader in ten thou- 
sand would ever scratch his head 
long enough to work it out. In- 
dicative means “asserting” or 
“intimating” — perhaps even 
“telling.” From that is it too long 
a jump to “speaking”—and to a 
translation of the headline as 
“Power that speaks for itself— 
by the battery with power to 
spare”? Perhaps it is-—-but only 
by such gymnastics can I make 
any sense at all of the headline. 
Most people will be utterly be- 
wildered, and I can hardly believe 
that the picture of the traffic in- 
dicator will help them 

In my black ignorance I would 
have thought that even the oldest 
and mouldiest of batteries would 
have enough power to work one 
of those gadgets; so I am far 
from impressed. Perhaps I am 
alone in my ignorance; but I 
think not. 

* * * 

THE STONIFLEX Cory is even 
darker—still more obscure, See 
if it makes sense to you: 

The connection between 
Mummies and Stoniflex is not 
as the humorist might suppose, 
“that they both lie where 
they're put, for ages.” ’ No, the 
point is, to quote “that some 
substance resembling bitumen” 
plays an important part in pro- 
moting durability in both cases. 
This wording is singularly close 
to a description of the special 
Stoniflex formula. The life of 
Stoniflex is lengthened by the 
unique metallised surface 
Stoniflex may cost more but i: 
makes cheaper felt expensive 
by lasting longer 
At first I laughed at this, but 

there are more tears in jt than 
laughter—tears of sympathy for 
the author who has tried so very 
hard, and thought so deeply, yet 
failed to put down on paper the 
story he could probably tell so 
well in a visit to a customer. 
Surely the Farmer's Weekly has 
somebody on its staff who could 
help advertisers such as this to 
make more use of the space they 
buy? 


3 


“Does this advertisement make 
sense to you?” 


The big, bloated red herring 
that makes the copy seem so hard 
to understand is, of course, “the 
humorist.” The moment he ap- 
pears upon the scene, one begins 
to look for the non-existent laugh 
—and to take one’s eye off the 
ball. Leave him out, use your 
imagination a little, and you 
begin to see the light—though 
still as through a glass, darkly. 
Keep at it, and you eventuaily 
arrive at something like this: 

Like many a mummy, a 
sheet of Stoniflex Roofing Felt 
lies where it's laid for ages. 

But the likeness does not sto» 

there; for we are told that 

“some substance like bitumen” 

was used to give mummies their 

remarkably staying power. 

“Some substance like bitumen” 

—how close those words are 

to the special formula that 

helps Stoniflex to last and last 
and last! But Stoniflex also 
has something the mummies 
hadn't got: a unique metallised 
surface that defies friction, 
wind and weather 

Measured in pennies and 
pounds, Stoniflex is not us 
cheap as some other felts. But 
take its long life into the 
reckoning and you will find it 
the biggest bargain of them all. 

That, I think, is what he was 
driving at. And when you come 
to think of it, he had a pretty 
good story on his ravelled sleeve 
of care. All it needed was knit- 
ting up. 


EMBLEM FOR MEDICAL ADS. IN U.S.A. 


The magazine Today's Health. 
published by the American 
Medical Association, has intro- 
duced an emblem bearing the 
slogan “Accepted for advertising 
The object is 
for manufacturers of medicinal 


products to use the emblem in 
point-of-sale material, and in 
consumer advertising. 


To obtain the emblem, appli- 
cants must comply with specifica- 
tions established by the A.M.A 
advertising committee, and sub- 
mit two samples of the product. 
duplicates of all printed matter 
including labels, package enclo- 
sures, catalogues, advertising and 
sales promotion copy, and copies 
of previous independent testing 
laboratory reports. 
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June 22, 1950 


Tuer *RE as alike as two peas. No apologies are made 
for the cliche for never can it have been used with more 
truth. The Chapman Brothers look alike, think alike, are 
alike. Halifax born and bred, there is a warm generosity 
about them and a zest for life which is infectious. 

Right from earliest boyhood they have stuck together. 
Even their private lives run on parallel lines. Lemuel, 
the elder brother (that’s him on the left) has one 
daughter, plays golf, rides and shoots. Aked, the younger 
brother (that’s him on the right) also has one daughter, 
plays golf, and watches Yorkshire playing cricket. 


ADVERTISER'S WBREKLY 


The Chapman Agency has been going on now for close 
on thirty years. All that time they have held the very sub- 
stantial Halifax Building Society account. Other clients 
have been equally constant. Clients don’t often leave 
agencies like Chapman's. For in addition to sincerity and 
friendliness, the Chapman brothers have that solid York- 
shire shrewdness which ensures that they spend appropria- 
tions wisely. Quite a bit is spent in the Daily Mirror. The 
world’s largest daily net sale at a very economical 
space fate is something no shrewd agent can 
overlook. 


Daily Mirror 


LARGEST DAILY “es 
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ADVERTISER'S WEEKLY 


Not least among the readers of the Birmingham Post are Midland women who run 
businesses in the city or farms in the country—women whose husbands are leaders of 
industrial and public affairs in the region. And in addition to the women who buy the 
Post in their own right are many thousands who look forward to the homecoming of the 
“office copy”. For “A” class marketing in the Midland Region the Birmingham Post holds 
unchallenged leadership. 
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38 NEW STREET, BIRMINGHAM 2 London Office: 88 FLEET STREET, E.C.4 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington Spa, Redditch, Tamayorth, Walsall and Wolverhampton 
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June 22, 1950 


HERE is of course,no short 

answer, no simple answer, 

to the problem of what 
amount should be spent on 
any given advertising scheme or 
campaign. 

Forty years back in my own 
early advertising days, the ad- 
vertising agent had to be a 
missionary going about preach- 
ing the gospel of advertising to 
the heathen—or at least, the 
uninitiated. Two wars and, be it 
whispered, the incidence of 
“E.P.D.” and “E.P.T.” did 
much to convert the sceptical 
mind of the non-advertising 
manufacture so that now-a-days 
advertising is almost the first 
thought instead of the very last 
in the matter of sales promotion 
schemes. 

But in those earlier cays when 
I talked to the manufacturers 
about advertising, | was immed- 
iately confronted with the ques- 
tion, “How much will it cost?”’. 


I used to counter with the 
question, ““How much have you 
got?”. It occasionally took a 


little time to explain that that 
was really a jest spoken in 
earnest, but it was of course, the 
only sort of “short answer” one 
could give, and it was the right 
answer to the extent that the 
amount to be spent depended 
largely (a) on the working margin 
available on an existing pro- 
duct, or (6) how much the client 
was prepared to invest on launch- 
ing the product, if it were a new 
one. 

Basically, those are the gover- 
ning factors in fixing any adver- 
tising expenditure. 


Advertising An 

Old Line 

Let us take the case of a 
product already established but 
which, in the view of the manu- 
facturer, now needs the stimu- 
lus of advertising either to 
expand the sales or perhaps 
even, to maintain sales which 
have for one reason or another, 
begun to sag. 

It is obvious that such an 
article will have, in most cases, 
fixed prices—the consumer price 


$53 


and the trade price, neither of 
which will be movable. It is 
clear then that the money for 
advertising must, in the first 
instance, be governed by the 
available margin of profit, or 
rather how much of that margin 
the advertiser is prepared to 
spend to accomplish his purpose. 

It does not make any real 
difference in principle whether 
the object is to increase sales or 
merely to stop diminishing 
returns. Every manufacturer 
knows that after reaching a 
given datum-line, the profit on 
additional sales increases enor- 
mously in percentage, the reason 
being of course, that production 
and sales costs are already 
covered up to that line and sales 
above it are “all profit” (more 
or less!). In the same way, a 
fall in sales below the line means 
a rapid increase in the percen- 
tage of cost of production, and 
can quickly wipe out all profits. 

So, in fixing the amount, the ad- 
vertiser must know his target or 
objective. This will be governed 
largely by two considerations 
(1) how much more his plant 
could produce, or, (2) what is, in 
his view, a reasonable objective 
to aim at, or, in other cases, 
what is the likely ceiling of sales. 

That will give him a gross 
figure representing the addi- 
tional profit which the increase 
of sales will produce and it then 
becomes a mere matter of 
deciding just how much of that 
“anticipated” profit he is pre- 
pared to invest (in anticipation !). 

It may be of course, that in 
some cases, quite a small pro- 
portion of the amount is all 
that is needed—the word “need” 
being in this case, the cost of 
the campaign which, in the 
opinion of the expert advisor 
is required to accomplish the 
objective. 

No general guide can be 
given either in amount or per- 
centage for obviously each and 
every case must differ in this 
respect. There used to be (no 
doubt apocryphal) stories that 
things such as Pills cost 2d. to 
make and 10d. to sell, and in 


How Much Should Be Spent? 


By E. L. FLETCHER, Advisor on Sales and Advertising, 
John Mackintosh & Sons Ltd. 


their years of introduction when 
typewriters had to be introduced 
and sold door to door (yes, there 
were such days), the selling cost 
was said to exceed by far the 
cost of manufacture. On the 
other hand, there are goods with 
a very small profit margin and 
an advertising campaign, super- 
imposed on existing costs, might 
absorb all the profits earned on 
current output and real profit 
would therefore depend entirely 
on the extra business the adver- 
tising created. 


Advertising A 

New Line 

In the launching of a new line, 
the approach is different. [t 
is assumed that, within limits, 
the price to the consumer can be 
fixed by the manufacturer. If 
the article is in a competitive 
field, that figure will have to 
conform closely to the estab- 
lished price range of similar 
products, but there would pro- 
bably be a little elasticity. In the 
same way, the selling costs would 
be more adjustable. Instead of 
being swallowed up by the 
already fixed overhead of a 
team of salesmen or a fixed rate 
of commission paid to agents, 
the manufacturer could look at 
his advertising expenditure as 
his primary selling cost and 
adjust the other selling-aids 
accordingly. 

For instance, he might say 
“With an advertising expendi- 
ture of (say) £50,000, I can 
achieve sales of £1,000,000. 
Those sales being “created” by 
the advertising, my salesmen can 
cover the ground more quickly 
and/or call less frequently so 
that I shall only need half the 
number of salesmen normally 
required; or alternatively, I 
can use a type of less high- 
powered salesmen, costing less 
per man, which will be sufficient 
for a job thus reduced to mere 
order-collecting as distinct from 
salesmanship. 

In the same way, the selling 
expense to the trade in the 
matter of wholesalers’ margin 
or commission may be re- 
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next Autumn and Winter. 

L. FLETCHER opens on 
this page with a discussion on 
how much should be spent, cither 
on advertising an established line 
or on launching a new product. 

On pages: 
RONALD B, BROWNE, Joint 


present abnormal conditions, from 
the point of view of the adver- 
tising agent. 

J.A.P. WILLIS, Advertising* 


LESL IE GIBBES, of Readers 
Union, surveys the planning prob- 
lem of the small mail-order 
advertiser faced with renewed 
restriction on newspaper space. 


ducible (within limits) and 
quite a small percentage saving 
on distributor's margins can in 
some cases pay for a very big 
advertising campaign. 

That is of course, the 
argument for Advertising (with 
a capital “A™). It is a selling 
cost and not an additional 
expense. If it is used, then it 
should (to justify itself) replace 
or displace other methods or 
at least lessen their cost. There- 
fore, the fixing of the amount to 
be spent on advertising is a 
simple one of deciding what 
percentage of the total produc- 
tion cost will be needed in 
order to market the goods and 
then how much of that sum can 
or should be devoted to the 
job of creative selling—which 
is the real place of advertising 
in the scheme of things. 
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PYTHACORAS 


A+B=C 


That's the theorem of Pythagoras. 
Your memory probably recalls that the thing is true. 
But if you're like us we can’t even begin to think how to prove it. 


The square on the hypotenuse equals the sum of the squares on the other two sides in any right- 
re triangle. 


After that, count us out. 


There are equally quite a lot of things which we know are true about the Vanchester Guardian, 
but proving them isn’t quite so easy. 


We know, for instance, that if you want_to reach the executive class in this country, you can do 
it by advertising in a few papers one of which must be the \anchester Guardian. 


We have many accurate statistics about the area Greater Manchester where we know that at all 
income levels above £650 more people read the \anchester Guardian than read any other paper. 


But a great deal of our circulation is outside that aree and we shouldn't do justice to our national 
coverage if we made you think that we are a paper circulating only in Greater Manchester. 


We know that in one profession—medical professors and lecturers at Universities, for example— 
throughout the British Isles some 15°7°,, read us each morning and another 38°7°% read us 
oceasionally. We suspect that this applies to most other professions, but unlike dear Pythagoras 
we can't prove it. 


We know that in the public mind there exists a tremendous goodwill towards our paper and its 
standards, and we know that this goodwill is extended to the advertisers who appear in our 


columns. But goodwill isn’t mathematical. Once again, we can’t prove it. 


Luckily, we don’t have to prove it. Most national advertisers who regularly use the columns of 
the Vonchester (-uardian need no proof other than the results which are always coming their way. 


So that, rather like the theorem of Pythagoras, most people know that these things are true. .A 
wise man doesn’t ask for proof that strawberries go well with cream, and mathematics fails to 
demonstrate that gin and vermouth make happy drinking companions. 

Can we prove the \lanchester Guardian ought to feature on every quality schedule ? 


It’s just a thing the space buyers knows. 


Which lets us out. 


; > . 47a - Pe > ; “I * ast a 4 “< S : 
> x oy: a 
‘ wea i June 22, 1980 a 

’ Bi: 
fn 

i, Pann * 

. Of % 

Pe A > / bs 
3 po og . 
rie B FF ; 

Bes Q. D. s 
wae ae 

on 7 
a ay 
fe. SM, 
a ad 
‘ | ee 
Ta t 9 
: : c = 
F : 
rs i 
: 

“ie 

1 a 

K ee 

NS ee 
3 

4 oh 

% 

q 

Ss 
4 : 
ok Fs 

mn 

2 

J } , 

: ee] a 
- 7 a 
a sere 
i ie 
4 p 
¢ ; i f 
te 
ry ta 
fs . — vw 
cd — ene oo ca 
ae sc ew i, a OSE te {a : ee ee a. <a 
ee ae Peete, . ea eee oe , See .t a se 2 ere. a). ae —— 


PLANNING 


Planning Must Take Account Of 
The Human Factors 


June 22, 1950 


HE planning of an adver- 
tising campaign has as its 
| foundation the under- 
standing of how your potential 
customers live and think, and 
a thorough knowledge of the 
product in relation to this, com- 
bined with a thorough know- 
iedge of media. Upon this 
foundation the campaign is 
built of a size, shape and nature 
governed by the amount of the 
appropriation and the media 
available 

Statistics will tell your advertising 
agent how many potential cus- 
tomers you have or are likely to 
have, where you may find them, 
what they read and where they buy 
the kind of goods you have to sell, 

They can also be used to tall you 
why they buy, but coldly. The 
planning of advertising needs also 
an understanding of those human 
factors which cannot be measured 
by or expressed in numbers. 

There must be very few agents 
who have not been faced, at some 
time or other, with a statistical 
report and found their instincts, 
or rather their “judgment born of 
experience” disagree with it. 

An ounce of experience, even 
in these days of devaluation, can 
still be worth a ton of statistics 
sometimes. In fact the imponder- 
ables in advertising are probably 
still greater than the ponderous 
statistics which seek to eliminate 
them. 


Publishers Have 
Failed To Hear 


Market research, product 
research and media research have 
still a very long way to go. On the 
whole media research is not so far 
forward now as it was in 1939. 
This is mainly due to lack of 
paper. So loud has been the sound 
of advertisers’ stamping impatiently 
outside, waiting to get their 
advertisements in, that publishers 
as a whole have failed to hear the 
voice of the planner calling for 
information to enable him to plan 
a voice made faint by frustration 
and the knowledge that plan he 
never so wisely, he wouldn't get 
the space he wanted when or where 
he wanted it anyway. 

But as space situation cases, 


By RONALD B. BROWNE, Join: 


once more the voice of the planner 
is heard —caliing somewhat plain- 
tively, not only for more facts and 
figures about circulation and 
readership, but also for information 
showing the relative values of 
different kinds of advertising, 
Press — films — outdoor — direct 
mail, etc., And Fleet Street has 
increasingly more time to listen. 

I would like, for instance, to meet 
the statistician who can to-day, 
from the material available to 
him, define clearly the difference in 
readership of some of the women's 
magazines which cater for very 
closely similar interests. 

There has been a praiseworthy 
effort to provide information on 
“remembrance value” of billposting 
sites. It is valuable and helpful and 
an excellent start in the right direc- 
tion but it has also served to em- 
phasis the lamentable lack of such 
information available. 

We are also on the way to getting 
something more than seating 
capacity and ticket sales from 
cinema interests. 

Judgement born of experience 
still tells. Of the young men seek- 
ing a career in advertising to-day, 
there are too many interested in 
statistics and not enough interested 
in studying the public at first hard. 
This may appear digressive, but 
the fact remains that selection of 
media depends quite a lot on what 
you want to say as well as to whom 
you want to say it—and how can 
you know what you want to say 
without knowing, not imagining, 
how your public lives and how it 
thinks? Time spent behind the 
counter or knocking at doors is 
worth every bit as much as time 
spent on the study of statistics to 
the young man who wants to know 
how to plan advertising. He'll get 
the statistics anyway, but he won't 
get the knowledge of the people 
unless he goes out and deliberately 
secks it. 

Put in more professional manner, 
media selection depends on know- 
ledge of reader reaction as well as 
upon statistical analysis of circula- 
tion. 


To-day the planning of a 


national advertising campaign has 
quite different aspects from plan- 
ning under pre-war conditions. Re- 
striction of space, and particularly 
of frequency of insertion, call for 
greater duplication of circulation 


by the continually 


happily provided 


“An ounce of experience, even in these days of devalua- 
tion, can still be worth a ton of statistics—sometimes.” 


Managing Director, T. B. Browne Lad. 


increasing net sales of almost every 
existing blication -a pheno- 
menon cw publishers have 
attempted to explain. 

Can any statistician tell me in 
what proportions this is due to: 
(1) Increased literacy’ (2) Greater 


leisure?) = (3), Greater interest in 
politics? (4) Greater desire for 
knowledge? (5) Greater allure- 


ment of modern print production? 
(6) Less energy for exercise? (7) 
Less mental initiative? (8) Greater 
need for external mental stimulus 
engendered by radio, Army service, 
lack of vitamins or increasingly 
being told by Authority what to do 
in every aspect of life and * “you 
can't do that there ‘ere? 


Why Do We Buy 
More Reading Matter ? 


Whatever the cause, to-day we 
all buy more reading matter, 
liking, apparently more than we 
uscd to do, the comfortable 
iusion of improving our general 
knowledge which comes of reading 
articles, and looking at pictures 
which verbally or visually inform 
us so intensely, so dramatically, 
so succinctly and so very little! 

The slickness of modern journal- 
ism is indeed the advertiser's best 
friend. It engenders in us all a 
butterfly spirit of readership which 
skips from article to article and 
from page to page—and so all the 
more readily from editorial to 
advertisement. 

Of what use to the advertiser is 
the man who sternly follows a 
closely reasoned argument down 
the column, turns thereafjer pur- 
posefully to page 53 to continue 
his serious consideration of the 
writer's reasoned sequences to its 
logical conclusion, only to put 
down the paper at the end of it to 
cogitate and digest the useful 
information he has absorbed? 
Fortunately for the advertiser, 
to-day we flit from headline to 
headline, and picture to picture, 
amused or horrified but certainly 
entertained upon the surface of 
our minds, until our flittings bring 
us to the serious business of the 
advertisements where, because the 
advertiser, through restrictions on 
his supplies, dare not “sell” too 
a we are “reminded” 

orgettably, and no more, that 


his produc. exists—and that it is 
desirable 

What does it all amount to?— 
that as a nation we are suffering 
from inability to concentrate 
And in case the reader may begin 
to think that the writer shows 
decided symptoms of the disease, 
I hasten hurriedly to point out that 
to-day this is an important factor 
in the planning of advertising, 
combined with the fact that all too 
often to-day advertising is stil! not 
planned to sell, but to remind. 

Many of the best selling products 
in the country are to-day still 
virtually “under the counter” 
This is of serious concern to the 
advertiser, for it means that, 
whereas his product before the 
war was known and used by the 
whole population—or at least by 
the very great majority of those it 
was designed to interest, to-day 
most of his sales are going to the 
same people —and those people are 
older and his public as it were is 
“growing out of the market” by 
imperceptible stages For ten 
years or more the younger age- 
groups (small children in 1939 are 
now grown men and women of 
marriageable age) have not been 
buying his product. Many of them 
know it through purchase by their 
elders, but they have not grown up 
with the habit of buying it and using 
it themselves. 

aes rm pee ml campaigns. for the 


What Of The 
New Product? 


And what of the new product 
that no-one knows, and for which 
Demand must morch hand in hand 
with Distribution? We are just 
beginning to be able to get “splash 
spaces” here and there in a few 
publications, but the planner to-day 
cannot hope, as he used to do, to 
make the whole of England sit up 
and take notice one morning at the 
breakfast table that a new product 
has arrived. Nor can he, by 
quickly reiterated spaces, drive in 
his message 

There are however certain com- . 
pensating factors. The increased 
circulations of periodicals and the 
increasing availability of colour 
are providing new strings to the 


(Continued on page 564) 
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PLANNING 


The Advertising Manager Must Consider 


All Forms Of Sales Promotion 


By 


ITHOUT being unfair 
to my friends in the 
advertising agency busi- 


ness, it is my belief that when 
it comes to drawing up appro- 
priations and budgets, their task 
is SO much simpler than the average 
advertising manager's. Theirs is 
a world of white space, schedules, 
media summaries and the like 
& busy world and a highly tech- 
ical one, but one planet only in 
whole universe of problems when 
ompared with the task that falls 
» the lot of the advertising man- 


r. 
Whereas the agency man, initially 
t least, thinks and breathes adver- 
ising budgets in terms of white 
ce only, the advertising manager, 
drawing up his recommendations 
r the year, must consider ai/ 
rms of sales promotion for which 
nds are required——white space 
ing but one pea in a big pod. 


How big the pod and how many 


peas depends basically on three 
factors: 

The product, 

The market, 

The method of distribution. 

Some products are straightfor- 
ward. Some are decidedly not. 
Some markets are casy to reach; 
some are not so easy. Sometimes, 
the method of distribution is sim- 
plicity itself; sometimes it is com- 
plex. 

Each business has its own 
individual forms of promotion 
quite separate and distinct from 
pure advertising. Each of these 
forms of promotion needs funds 
to operate it. Deciding “how 
much” is where the advertising 
manager is in dire need of a good- 
sized reliable crystal ball. Crystal 
balls being, as the production man- 
ager puts it, “* on the shortage list”, 
he usually makes do with every 
fact he can marshall from his Sales 
Department in the way of future 


J. A. P. WILLIS, Advertising Manager, Frigidaire. 


plans, his Production Department 
in the way of volume, and his 
Engineering Department in the way 
of new products and changes to 
existing lines. He then consults 
his past expenditures over as many 
years as he holds records —and the 
gap 1939-46 really doesn't help 
cocks an eye at the weather, and 
sets to. ; 

Some start calculating from the 
top downwards. By this, I refer 
to the method of firstly Uctermining 
the maximum it is permissible to 
spend and then splitting it into 
separate projects. Others work 
from the bottom up, determining 
just how much each project needs 
in the light of the known facts, 
weighing each case carefully, and 
then totalling up. 

It may be said that there is little 
difference whichever way the job 
is tackled, but we happen to favour 
the latter method. We believe that 
it makes for a keener evaluation of 


the need for funds, and discourages 
the very human tendency to justify 
an expenditure for the sake of 
making up to the maximum per- 
muissible figure. 

In our business, domestic and 
commercial refrigeration, we break 
the budget down into the following 
broad headings: 

Newspaper Advertising. 

Magazine Advertising. 

Printed Matter. 

Signs and Displays. 

Screen Advertising. 

Shows and Exhibitions. 

Co-operative Advertising. 

Sales Training and Equipment. 

Contests for Dealers. 

Manuals, Parts Books, etc. 

Institutional Advertising. 

House Organs. 

The sum total of these projects 
gives the total direct advertising 
expense. Add to this the organ- 
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WARRINGTON 
GUARDIAN SERIES 


NEW ADDRESS— 


134 Fleet Street 
FOR ALL WHO USE MACHINERY 


THE MACHINERY MARKET FOUNDED IN 1679, [IS 
RECOGNISED AS BRITAIN’S LEADING COMMERCIAL ENGINEERING 
JOURNAL, EVERY FORM OF MANUFACTURE IS COVERED BY (TS 
READERS AND ADVERTISERS—ALi WHO USE OR NEED MACHINERY 
AND ENGINEERING EQUIPMENT 


Specimen Copy Gladly Sent on Request 
k Pact THE WEEKLY CLASSIFIED SUPPLEMENT ogg S AN 
VERAGE OF OVER 1.700 ADVERTISEMENTS GIVING AN IMENSE 
SELECTION OF PLANT AND ENGINEERING MATERIAL ADVERTISED 
FOR SALE, WANTED AND FOR AUCTION 

Published every Friday price 6d 

THE M.M. YEAR BOOK PUBLISHED EVERY JANUARY, IS AN 
“ INFORMATIVE GUIDE OF GREAT VALUE TO MANUFACTURERS 
AND ALL WHO HANOLE MACHINERY AND ENGINEERING MATERIAL 
ENQUIRIES REGARDING THE !95! EDITION, NOW BEING PREPARED 
ARE WELCOMED 
COMBINED ANNUAL SUBSCRIPTION IS 42/- 
ABROAD 


our London Representative 
for 44 years will 

continue to be 

available at the 


SAME TELEPHONE— 
CENtral 6329 


POST FREE AT HOME AND 


THE “MACHINERY MARKET" 


A Commercial Engineering Journal 
146a Queen Victoria St., London, E.C.4 
CITY 1642 (6 lines). 


LTD. 


Telephone 


More than 100,000 
net sales every week 
(C. A. Certificate) 
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“THE GROCER” 
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For the territory immediately 


EAST OF LIVERPOOL 


you must use the ONLY papers 


which issue A.B.C. certificates 


St. Helens Reporter 
Prescot Reporter 


selling 


51.845 


weekly average 


January-December 1949 _ 


__ 


134 FLEET STREET, E.C.4 


Tel: CENTRAL 7620 


73 CHURCH STREET, ST. HELENS 


i] 
Tel: (2 lines) 2285 
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PLANNING 


| fixtures for the 
trades 


| various forms —al! 


The Advertising Manager—continued. 


isation expenses, comprising staff 
salaries, entertainment, tra’ 
phone, postage, etc., and you have 


| the total advertising expense, which 


figure is usually related to expense 
per unit and percentage of net sales 
in most businesses. 

I do not propose to give a 
detailed breakdown of expenditure 
per project since it would not serve 
any particular purpose. The main 
point of interest is that the funds 
allocated to projects of a “Dealer 
Support” nature are heavy in 
relation to those devoted to pure 
advertising in the sense of white 


This is probably so in most 
cases where the product demands 
“speciality selling”. 


Support For 
Salesmen And Dealers 


To those who may possibly 
express surprise to learn that Frigi- 
daire are in the “speciality” busi- 
ness | would explain here that we 
are in both the “Appliance” and 
“Speciality” business in rather a 
large way. Although we are 
popularly, and quite rightly, credi- 
ted with being mainly manufac- 
turers of domestic refrigerators, it 
may not generally be known, except 
among the food-handling trades, 
that our business in commercial 
refrigeration equipment is one of 
the largest in the United Kingdom. 

It is with this side of the business 
I propose to deal, since it best 
illustrates the many ways, other 
than advertising, in which money 
on promotion is spent 

On the commercial side, our 
product varies from an ice-cream 
cabinet to a 250 ton gas store for 
apple storage, or even a 12-body 
mortuary. We mass-produce 18 
standard refrigeration compressors, 
40 standard freezer units, and a 
range of self-contained refrigerated 
food-handling 
The market for these pro- 
ducts extends to every trade, retail 
and wholesale, where perishable 
food is handled, and to the fields of 
industry and research where low 
temperatureconditions are required. 
Our distribution is through author- 
ised commercial dealers who oper- 
ate within a specified geographical 
boundary. Each dealer operates a 
field sales force of highly specia- 
lised refrigeration salesmen. 

As with most “specialities”, not 
only must each product applicable 
to each trade be advertised, but 
the salesman operating in the field 
must be fully supported with selling 
aids and up-to-date promotional 
material. The dealer, too, must be 


| given strong backing if he is to 


perform efficiently in 
adequately representing and pro- 
moting Frigidaire sales in his area. 

This support and backing takes 
requiring funds. 
For instance, in the sale of 
speciality products, literature plays 
a very important part. Usually 
the products being sold are not 
available for demonstration on the 
salesman’s call They may not 


his task of 


even be available for demonstra- 
tion in the dealer's showroom 
except as component parts. For 
a visual demonstration of the 
assembled product in operation, it 
may be necessary for the “pros- 
=. to visit an existing instal- 
jon in the area. If this is not 
possible, illustrated literature is 
the only means of visualising and 
demonstrating the product as an 
assembled whole. It can be seen 
that the range of sales literature 
must be considerable, calling for 
high quality, large volume and 
relatively heavy and constant expen- 
diture—constant because the task 
of revising and bringing up-to-date 
never ceases. Happy the advertis- 
ing manager whose product never 
varies. Products, in these days of 
rapid progress and improvement, 
vary almost from week to week, 
entailing new photographs, new 
art work, new blocks, new copy 
and new print—resulting in rela- 
tively much heavier expenditure 
than would normally be incurred 
with long runs and no changes. 

Salesmen need inspiration and 
guidance if they are to be kept 
constantly on their mettle. They 
need an up-to-date news service, 
giving first-hand news of the Com- 
pany’s plans and products and 
reports of other dealers’ activities. 
The news must be attractively 
presented and as informative as 
possible to be effective. Through 
the regular distribution of such 
news, the salesman operating in 
the most distant territory is made 
aware of his place in the sales 
family; his immediate horizon is 
lifted by news of other salesmen 
operating under similar circum- 
stances in other territories. | 
news of his fellows’ activities is a 
spur and incentive to better efforts 
and more sales. 

The news service may take the 
form of a regular sales bulletin, or 
a magazine. Frigidaire sets great 
store in this form of institutional 
promotion among its dealers and 
their salesmen, and publishes not 
only regular sales bulletins in 
easily digestible form but also 
a dealer magazine, Frigidaire News, 
which is well printed and gene- 
rously illustrated with news and 
pictures of current happenings in 
the field and factory. 


Co-operative 
Advertising Scheme 


For our dealers, we operate a 
Co-operative Advertising Scheme. 
Based upon the best of British and 
American practices (they are many 
and extremely varied) the scheme 
was introduced shortly after the 
war and has operated to the mutual 
advantage of the Company and its 
dealers ever since. Simply speak- 
ing, it is based upon a 540/50 
financial basis with a percentage of 
the dealer's turnover as the “Safety 
valve” limit, expenditure beyond 
that figure, if incurred, being borne 
in full by the dealer. Stereos or 
matrices of standard Company- 


(Continued on page 564) 
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Yat 


PROVES 


UNIQUE COVERAGE 
of ARCHITECTS, SURVEYORS, 
BUILDERS, ENGINEERS and 

TRADE EXECUTIVES 


Cee a) 
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Only “The Builder” gives a complete weekly 


picture of the whole building industry, and 


a 
| Se 
et 


therefore everyone concerned reads it. In the 
past ten years its paid circulation has grown to 


over 16,500 copies, a significant advance of 


nearly 70%. 


The figures given here are the result of a survey The “Builder” is unrivalled as a 


. , medium for telling EVERYONE in 
just completed, and show clearly that professional ha inducers chain ah De, 


products, materials and services. 


men, manufacturers, and specialists all acknow- 


ledge “The Builder” as their NEWSpaper. 
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ADVERTISER'S WEEKLY 


PLANNING 


The Small Advertiser 
In Search Of A Medium 


LESLIE GIBBES, F.R.S.A., F.1.A.M.A., of Readers Union, discussing 
the problem of the small advertiser faced by renewed restriction of 
Newspaper space, stresses the importance of improving the quality and 
pulling power of direct mail. 


F ever there was a need for 

the greatest possible efficiency 

in planning an appropriation 
it is now, in readiness for the 
hardest selling battle we must 
expect in 1951. But, just as we 
were about to get down to this 
problem, the very backbone of 
the average advertising appro 
priation was shattered by news 
of more drastic restrictions on 
newsprint. So, instead of an all 
embracing, effective plan, we 
return to face, in an aggravated 
form, the problems of the im- 
mediate unhappy past when no 
one could say with certainty how 
much space one could get or 
when it would be available. Gone 
is the continuity of appeal, the 
value of repetition, the building 
up of a series, the careful timing 


of a campaign, and all that made 
our Press advertising fully effec- 
tive. 

All this—just as we were re- 
joicing in the return of scope 
for the planned campaign in 
which well-spaced and properly 
co-ordinated Press advertisements 
were supported by magazines. 
posters, exhibition stands, dealer 
aids and all the other media we 
used in pre-war years. 

So in planning cur 1951 ap- 
propriations we shall only be 
able to estimate roughly how 
much we shall be permitted to 
spend in the Press—-and when 
these precious spaces will appear 
We shall accordingly again be 
driven to the disproportionate 
use of other media. 

The provincial Press, the 
weeklies, the magazines and re- 


views, all will come up for con- 
sideration. But here also the 
pressure on space is considerable. 
The provincial newspapers are 
suffering under the newsprint cut 
and they may well find it difficult 
enough to meet local require- 
ments, much less accept new— 
and possibly transient—adver- 
tisers. 

The magazines, too, have full 
order schedules; despite increased 
newspaper spaces, they too have 
enjoyed better bookings. The big 
advertiser will have to look else- 
where—but where’ It he seeks 
posters, he will find fewer sites 
now that the Town and Country 
Planning Acts are making them- 
selves felt, while most of the best 
established sites are already fully 
booked. 

In transport advertising, there 


year basis to cover the cost of 
painting, hence amy emergency 
use of this media is apt to be 
costly. 

Sky-writing has temporarily 
gone, and sponsored radio has 
not yet returned to pre-war 
vigour. Indeed, it is doubtful if 
it ever will owing to the compe- 
tition of the B.B.C. Light Pro- 
gramme. It has even been sug- 
gested that television viewers 
welcome the Sunday repeats so 
that they can “catch up” on their 
radio: all of which helps to make 
the building up of a 
listening audience for another 
station difficult. 

In the cimema, advertising 
films are effective and readily 
obtainable, but cinema audiences 
have been reduced, possibly by 
television and the generally poor 
quality of entertainment films 
released lately, but even more be- 
cause the margin of spending 
power available for entertain- 
ment has diminished. Thus we 
come to the dealer and point-of- 
sale advertising through show- 
cards, displays and dealer aids. 

As a local stimulant, some 
firms are making premium offers 
by direct mail, and door to door 
leaflet distribution which cither 
sends the applicant to a speci- 
fied store, where a big window 


(Continued on page 562) 


PLANNING 


CAN ONLY 


BE BASED 


12,000 copies fort- 
mghtly in English and 
Spanish to the British 
Commonwealth, the 
Americas, the Middie 
and Far East. 


It is impossible to estimate the rea/ 
value of a journal as an advertising 
medium without knowledge of its circulation figures 
and the quality of its readership. This is particularly 
true of engineering export journals, 
and it would be very unwise to guess 
at the degree of penetration and influence in world 
markets. Believing that intending advertisers must be 
assisted towards the accurate selection 
of new media, MACHINERY LLOYD 
publishes precise details of its circulation and coverage 
in every issue, and has just produced a booklet 
which should be read by every Advertising Manager. 


ON FACTS AND FIGURES 


If you are now planning an advertising 
campaign, send to-day for your free 
copy of the new booklet :— 

** MACHINERY LLOYD for export advertising ” 


CONTINENTAL 
EDITION 


10,000 copies fort- 
nightly in English, 


The 


ts delightful seaside 


Southern Newspapers 


Southern Daily Echo 


DAILY NET SALES OVER 75,000 COPIES 
Published in Southampton, Britain's No. | Passenger Port and 
circulating throughout a prosperous industrial, egriculcural 
and commercial hinterland 


PORTLAND STREET, 


Bournemouth Daily Echo 


DAILY NET SALES OVER 60,000 COPIES 
Published in Britain's wealthiest seaside resort; a market 
unsurpassed in spending power and, therefore, of vital interest 


to every advertiser 
RICHMOND HILL, 


Dorset Daily Echo 


DAILY NET SALES OVER .20,000 COPIES 
The key to successful selling in this rich farming county, with 
resorts and important 


ST. THOMAS STREET, WEYMOUTH 
LONDON OFFICE: 69 FLEET ST. E.C.4 


TEL: CEN 4352 


SOUTHERN NEWSPAPERS LTD. 
HEAD OFFICE: 4 PORTLAND ST. 
| SOUTHAMPTON 


Family 


SOUTHAMPTON 
7634! 


BOURNEMOUTH 
3000 


industries. 
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For Enterprise, Originality 


and Efficient Service 


MANCHESTER 


~ 


SOUTH COAST 


BRITAIN’S BIGGEST 
OUTDOOR ADVERTISING 
CONTRACTORS 62/2... 


“GENERAL MANAGER 
112 HIGH HOLBORN, LONDON, W.C.! 
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DIRECT YOUR MESSAGE TO 
THE VIEWING FAMILY THROUGH 


and Television News 


The Television Magazine for Viewers 


Where there's a television set in the home, there's 
money to spend—and there's Scan. Scan—the 
viewers’ magazine—is published monthly, and 
referred to daily by every member of the family. 
Regular features include behind-the-screen inform- 
ation, studio gossip, advance programme news, 
informed reviews and articles on production, 
transmission and reception. 


For Rate Card and Specimen Copy apply to— 
EDWIN GREENWOOD LTD., 231-232 STRAND, W.C.2 


Published by The Creed Publishing Co, Ltd., 5 Creed Lone, E.C.4 


MEMBERS OF A.B.C. 


activities :— 
GROWING - WHOLESALING - 
of FRESH FRUIT and VEGETABLES 


LOCKWOOD PRESS LTD. 


16 Ludgate Hill, E.C.4 


these 


IMPORTING - RETAILING 


PLANNING 
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The Small Advertiser—continued 


display forms a tie-up, or else 
sends applicants searching for a 
stockist. The most common offer 
is of a large pack of a product 
for the price of a small one, 
while one coffee maker is offer- 
ing a handsome percolator at a 
low price to purchasers of half- 
a-pound of his coffee. One is 
likely to see an extension of these 
schemes as they generally suc- 
ceed in obtaining the co-opera- 
tion and interest of the shop- 
keeper. But is it good for regular 
priced business? In any event 
it is a short-term stimulant 
rather than a sound long-term 


policy. 

What of the sma!! advertiser? 
For some time, becausé of his 
immediate contact with his pub- 
lic, he has been painfully aware 
of two separate forces ' pressing 
on him from opposite directions 
First, there is the continued ris 
in his own costs, both of his 
product and of his sales and ad- 
ministrative costs. The second is 
increased consumer-resistance and 
intensified competition: the cus 
tomer quite definitely will not 
pay higher prices, and the sales 
of luxury commodities are 
flagging. The days of prestige 
announcements, reminders and 
similar uses of the appropria- 
tion are passing. It is now hard- 
selling, supported by” factual 
market research and a study of 
consumer requirements. For there 
are now no qucues of customers 
outside: they will pass by unless 
they can be attracted and their 
attention held 


Small Advertiser 

Cannot Relax 

The big advertiser with his 
established channels of distribu- 
tion, his wholesaler and retailer 
contacts, his teams of travellers 
and salesmen, is equipped to 
overcome the combined difficul- 
ties of restricted advertising 
spaces and harder selling condi- 
tions. But the smaller mail order 
advertiser—-whose members have 
doubled in the past year—is not 
so well placed, for advertising is 
his very life-blood. If he relaxes 
his efforts, his business slows 
down—or even stops His ex- 
penditure on newspaper space is 
his main concern: now he must 
adapt himself to the use of other 
media. He may well find that 
some weekly periodicals and 
monthly magazines are well worth 
while, though to one accustomed 
to the immediate and substantial 
response to newspaper space, the 
leisurely tempo of the weeklies 
and monthlies may at first appear 
discouraging, for in the latter 
case, replies after a year or more 
are quite common 

Practically the only other al- 
ternative outlet for this type of 
advertising is by direct mail, and 
most small or direct advertisers 
maintain lists of customers and 
live prospects for frequent cir- 
cularising. This. too, has its 


problems. The current wastage 
on lists by removals, deaths, 
changed circumstances and so on 
is quite substantial. Before the 
war, it was quite a profitable 
proposition to replenish one’s 
lists by circularising from street 
and telephone directories, club 
membership registers and other 
sources. But to-day’s high costs 
of such addressing, printing, en- 
closing and postage make profit- 
able returns very doubtful, For 
the returns from publicity do not 
rise im the same ratio as their 
cost! 


The Answer Is 
Greater Efficiency 


The answer here is—greater 
efficiency. The mail order ad- 
vertiser is fortunate in that he 
can testi his ideas and theories 
out on sample sections of his 
mailing lists and on the con- 
clusions revealed can improve a 
campaign. In my own recent ex- 
perience |] put an attractive 
coloured cover on a booklet, 
though it was a simple setting of 
a row of books, reproduced in 
natural photography. The 
response increased by over 30 per 
cent and the extra expense was 
handsomely justified. Then I set 
to work on the order form: I 
tried out a variety of wording and 
displays until | found one which 
showed a higher response. Inci- 
dentally it was a straightforward 
paragraph type requiring the 
minimum of filling in: the least 
successful was a neatly displayed 
series of alternatives with boxes 
for ticks. Then I tried this with 
different coloured bank papers: 
a cheerful pink and a primrose 
tied for top places and a helio- 
trope was least favoured. 

These are small things, trivial 
in themselves, but in total they 
raise a mailing from one which 
just covers costs into one which 
pays a dividend 

The same close scrutiny must 
be applied to all forms of pub- 
licity: the headlines, emphasis 
and even type-setting of each ad- 
vertisement. For after all. effici- 
ency in advertising comes by un- 
sparing attention to detail, by 
constant search for a way to do 
a good job better. 

Above all, there must be a 
study of what the customer wants 
The alert advertising manager will 
be in close contact with every- 
thing which can yield informe- 
tion: he will watch responses 
from coupons, advertisements and 
mailings: he will study corres- 
pondence from customers; he will 
question travellers. Suggestions 
and complaints alike can be a 
fruitful source of selling ideas, 
and those which arise out of the 
daily conduct of a business are 
generally of far greater value than 
those sweated out by a harrassed 
advertising man told to go away 
and think up “something new.” 

This picture of the 1951 ap- 

(Continued on page 564) 
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gin TiN 


‘ 


THE 
PETROLEUM 


TIMES 


| 


: 
} 
] 

= IS BRITAIN’S LEADING OIL JOURNAL 
| 
For 50 years this independent journal has covered : 
the most progressive and now the largest industry : 

in the world. It is a preferred international 


advertising medium for British and American oil 
companies and equipment manufacturers. Readers 
include oilmen of all categories: from directors, 
geologists, chemists, field production and refinery 
engineers, to marketing and distribution executives 
and equipment manufacturers all the world over. 


— . e ena 
ee ee 


WITH A PAID CIRCULATION ONLY, 
IT IS A POSITIVE ADVERTISING INVESTMENT 


Advertising rates on application to : 


PETROLEUM TIMES LTD., 
BRETTENHAM HOUSE, 
LANCASTER PLACE, LONDON, W.C.2, 
ENGLAND 
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Bristol Board 
Brushes, Sable 
Cartridge Paper 
Designers’ Colours 
Detail Paper 
Drawing Boards 
Fashion Boards 
Indian Ink 


Polished Pencils 
also Range of 72 Colours 


Instruments 
Layout Pads 
Masking Paper 
Cover Papers 
Mounting Boards 
Poster Colours 
Tracing Paper 
Tracing Linen 
Rubber Solution 
and all 

Artists’ Materials 


Something 
to talk 
about... 


G-W 
SERVICE 


DAILY DELIVERY IN. 
THE LONDON AREA 


GELIOT-WHITMAN 
AND CO. 


85-87 CROFTON RD., S.E.5 
RODNEY 4560 


COUN TRY 


AND ‘TRAVEL 


A Magazine for country lovers and 
travellers, a magazine for all to enjoy at 
home and on holiday—a certain MUST 
for advertisers seeking to reach the ever- 
growing market of holiday travellers and 
those who spend their leisure time in 

the wba 3: 


SPACE IS STIL L AVAILABLE 
FOR THE ALL IMPORTANT 
AUTUMN CAMPAIGNS 


Rates and other details from 


Peter M. Eastwood 
Advertisement Manager, 
20 Buckingham Street, Strand, 
London, W.C.2 


Telephone 


TEMple 


Bar 1627 


| 
| 
| 


MUST RECOGNISE HUMAN FACTOR 


June 22, 1950 


old instrument. Newspapers are 
smaller and smaller spaces thus 
made relatively more prominent. 
New media are available. 


As advertisers are finding 
markets growing more competi- 
tive—and the transition from sellers’ 
to buyers’ market is rapid when it 
comes—it is to be hoped that 
increases in the sizes of space 
available will accelerate to help 
the planner find a solution to this 
difficult problem. 


Last but not least, a word on the 
cost of space. Planning has become 
already a great deal more selective 
than it was a year or 80 ago. 
Present-day increased circulations 
and readership combined with 
rising costs result in the planner 
being forced to put more of his eggs 
in one basket. We may reasonably 
take the present set-back in news- 
print supply as temporary. As space 


(Continued from page 555) 


becomes easier, this factor will 
increase, for while the planner to- 
day still has to depend largely upon 
duplication of readership to get 
necessary reiteration, this at best is 
an expedient that leaves much to 
chance and large margins of thinly 
covered circulation — particularly 
where appropriations are limited. 
Consequen 


ip 

he must make his selection. He will 
presumably favour the publications 
of which he sufficiently 
thorough information to be sure 
his clients’ money will be spent to 
best advantage. Let us hope that 
publishers are aware of this. Let 
us hope they are even now planning 
to give it to us, for these matters 
take time, and competitive selling, 
here already in some trades, is not 
far away for all. 


THE ADVERTISING MANAGER 


prepared advertisements with pro- 
vision for the insertion of the local 
dealer's name, address and tele- 
phone number, are provided free 
of charge as part of the service. 

Another major project is the 
operation of a shows and exhi- 
bitions service for dealers who take 
stand space at exhibitions and 
agricultural shows in their area. 
Sectional pre-fabricated stands are 
transported in special show vans 
to shows all over the country, thus 
saving dealers the major burden of 
stand-building costs, and ensuring, 
at the same time, exhibits of a 
uniform and desirable standard. 

Add to the list, Conferences and 
Conventions, showroom and win- 
dow display aids, signs, novelties, 
contests and prizes. 

The extent of expenditure on 
these and other forms of promo- 
tional activity are gauged by the 
advertising manager in the light 
of past practice and known future 
commitments, the essence of the 
problem being to eliminate as much 
of the guesswork as possible. 
Usually the totals are, to some 
degree “weighted” by a reserve 
against the unpredictable. Who, 
for example, has not had to answer 
the call for funds for an exhibition 
which has cropped up “out of the 
blue”, and yet which demands that 
the company's products be repre- 
sented, or for a new piece of litera- 
ture which is badly needed at short 
notice. These, and similar experi- 
ences, are the spice and salt of the 
advertising manager's existence. 
Without them | feel sure the job 
would lose much of its savour. 

Now to actual newspaper and 
magazine advertising and the 
assessment of the needs for space. 
At this stage, my advice is to call 


(Continued from page 558) 


in the agency, if this has not already 
been done, and to seek their 
collaboration and counsel. Much 
has been written about manager- 
agency relationship and undoub- 
tedly many more volumes will 
yet appear, **it it is our experience 
that, on a consumer or trade 
advertising problem the Company 
is wise to heed the advice for which 
it pays. Few agency schemes get 
accepted outright on their first 
submission. They are usually 
‘topped and tailed” and eventually 
rendered mutually agreeable, but 
the process whereby the end is 
achieved is smoother when com- 
plete confidence is shared. The 
closer heads are put together, the 
happier—and speedier—the final 
result. 

Add the totals and you have 
your appropriation. 


THE SMALL ADVERTISER 
(Continued from page 562) 


propriation may be a pessimistic 
one, but it is better to face facts 
and plan accordingly. Summed 
up, one can say that there will 
be more need for advertising, 
more money made available for it 
in the aggregate, yet much less 
media to spend it on. Therefore 
the quality and efficiency of the 
advertising itself must be im- 
proved: re must be closer at- 
tention to the customer and his 
requirements, and less to mere 
prettiness and novelty of presen- 
tation, unless it has a specific 
selling purpose. In direct mail, 
there must be an _ increased 
effectiveness by better use of 
colour, more frequent mailings 
and studied timing. 
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June 22, 1950 


WE may be striking a discordant note in reminding you of 


Autumn tasks on Midsummer Eve. But you will have decisions to 


make in October, and will be planning now. 


INVESTORS are important people, and the INVESTORS’ 


CHRONICLE has by far the largest circulation of any investment weekly, 
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Financial advertisers recognise this, and last year we carried five hundred 
more columns of Chairmen’s Statements, and more prospectuses, than any 


other weekly. 


BEC AUSE our readers are important in finance and industry, they 

P ry y 
are important to trade advertisers on account of their purchasing power. 
Displayed advertising in the INVESTORS’ CHRONICLE pulls, whether 


for Chemicals or Cars, Furnaces or Furniture, Machinery or Mink. 


INVESTORS’ CHRONICLE 


George Bullock 11 GROCERS’ HALL COURT 
Advertisement Manager LONDON E.C.2 (MON. 8833) 
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ADVERTISER'S WEEKLY 


RADITION dies hard 
and some of the worst of 
it has the toughest roots 

In some newspaper offices, 
as inviolate as the law of the 
Medes and Persians, is the old- 
fashioned dictum that news is 
news, and ads. are ads, —- and 
never the twain shall meet. Of 
all the out-moded taboos, surely 
this is the most fantastic! 

In a good local paper, especially, 
the news and advertisement ser- 
vices are complementary; they 
march in step. To divorce them 
entirely, on all occasions, is to 
lose something of that complete 
unity which helps to make a paper 
healthy and thriving. 

Often there is a strong news 
content in the advertising columns 
Many a country weekly, for 
example, can claim a large reader 
interest in its auction advertise- 
ments. The alert management 
seeks to foster a cordial relation- 
ship between editorial and adver- 
tising sides. Sometimes the services 
can overlap quite legitimately, to 
mutual advantage. 


* * ¥ 


ie IRST case in point is provided 


the West London Garette 
44 “This event is headline 
news” was the copy lead for a 
half-page advertisement, in colour, 
published in the Fulham Gazette 
for a well-known Knoightsbridge 
urnisher’s, 

The editorial side evidently 
thought it news too, for it rated 
three-quarters of a column in the 
gossip feature. The writer claimed 
Rahat the Garetfe was making post- 
war local newspaper History by 
publishing this advertisement. Be- 
fore the war colour advertisements 
were one of the paper's specialities. 
The series once carried three pages 
in different colours 

Here are a few snippets in which 
the firm's policy was defined in the 
editorial columns: “The Gazette 
believes in enterprise Many 
tradesmen are encountering more 
competition these days, and feel 
that they must do something out 
of the ordinary to attract custo 
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Regional Weeklies ] 
Here Beginneth A New Tradition 


By WILTON EVAN 


Saluting several firms who aim at the ideal method of local 
newspaper production, when the advertising and editorial 
services march in step, our contributor spotlights a 
“Battleground” venture which, he thinks, misfired. 


fully investigating the potentialities 
of any new idea. Newspapers, like 
any other business, must not get 
into a rut.” 

In chatty style the commentary 
mentions that when the advertisers 
told their agents, Greenly’s Ltd., of 
their idea the latter “jumped at 
it with alacrity”. At all events, with 
the discriminate use of a bright 
red, they provided a compelling 
half-page, one which the writer 
roundly declares ““The Gazette is 
very proud indeed to carry.” 

Here, then, we have an ideal 
combination—advertising = enter- 
prise which merits mention as news. 


* * * 


( FTEN it falls to the adver- 
tising side to take the lead in 
encouraging co-operation between 
the business community and the 
local newspaper, but editorial 
assistance is usually required to 


set the seal of success on such 
link-ups 

How effectively this can be done 
has just been demonstrated by the 
Montgomeryshire Express, whose 
enterprise played a decisive part 
in the success of a recent trade 
fair at Welshpool. 

The orginal idea was for a formal 
programme, but the Express 
decided that the opportunity should 
not be missed of focusing attention 
on the achievements of the town 
spotlighting its personalities, busi- 
ness enterprise, and social activi- 
ties. They produced an 80-page 
booklet which included an editorial 
feature “Window on Welshpool”, 
several pictures, and an 8-page art 
inset of local views. Over 100 
advertisers appeared in the booklet 
which for a town with a population 
of just over 6,000 must be some- 
thing of a record 

On the Express stand at the fair 


June 22, 1950 


a film was shown depicting the 
various stages of newspaper pro- 
duction from the receipt of news 
and advertisements to the final 
rotary printing. The film was back 
projected to a special screen, many 
spectators assuming they were 
watching a television show. 

Then, believing that a job worth 
doing is worth doing well, the paper 
reported the trade fair in a special 
supplement. Many tributes were 
paid to the newspaper for its 
enthusiastic encouragement of a 
new venture which, said Mr. 
Clement Davies, M.P., the Liberal 
leader, was “one of the best 
instances I have ever seen of initi- 
ative, enterprise, and above all, of 
tee tel 

* * 

(THER local papers have been 

taking a prominent part in civic 
or county displays. High-spot of 
the “How It’s Done” section in 
the Isle of Ely and Cambridgeshire 
show at Doddington was the exhibit 
staged by the Isle of Ely and 
Wisbech Advertiser. 

For 12 hours hundreds packed 
into a large marquee to see how a 
newspaper is produced The 


(Continued on page 568) 


mers. The Gacrette will go out of 
its way to develop suggestions made 
by advertisers, no matter what 


The combined staffs of the “Kent Messenger,” 
graphed recently at Maidstone head othce 
proprietor and editor, “Kent Messenger,” 
trouble the new ideas may cause Cannell, “K.M.” news editor, On Mr. 
The management never says ‘It F. R. Cannor, editor, “S.E. Gazette’; 
can't be done’ without first care 


A Point Worth Remembering .. a 


“South Eastern Gazette,” and “Chatham Observer” 
Centre of second row (seated) is H. R. 
Mrs. Boorman is on his right, 
Boorman's left are (left to right) 
Arthur Clay. London 
advertisement manager. 


photo- 
Pratt Boorman, 
and next to her is H. B. 
F. Baker, general manager; 
representative; and F. O. Roberts, 
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REGIONAL WEEKLIES 


These Are Advertising In 
The Weeklies 


By LONDON REP. 


VEN allowing for any 
Bens of activity be- 

cause of the Whitsun break, 
it is apparent that the weeklies 
continue to enjoy first-rate 
support from national, county 
and local advertisers. A number 
of brand new campaigns, as well 
as a few widespread renewals, 
started recently. The seasonable 
weather and the freeing of petrol 
also accounted for much that was 
new. Further, refrigeration ad- 
vertising was very much to the 
fore—in fact, I cannot recall 
seeing so much of this type of 
advertising in the weeklies 
before. 

Of the widespread campaigns, 
advertisements of the industrial 
life offices have re-appeared in 
eight doubles up and down the 


country, The agricultural re- 
cruitment scheme, which was in 
last year, has been started again 


for a concentrated period by the 
Ministries of Labour and Agri- 
culture. 

In the Eastern counties there 
appeared a six double scheme for 
Churchman’s Counter Shag, 
while I was very interested to see, 
in the North-West in particular, 
eight doubles for Daltons’ corn 
flakes. We have had Daltons ‘1 
before, but it is some time since 
I last saw their spaces. The copy 


features “Private Crime Cop Dick 
Dalton,” and readers are told 
that if they buy a packet of 


Daltons’ flakes they will find two 
clues in it. Amateur Sherlock 


Holmeses are urged to “get Mum 
to get Daltons.” 
Bondoxa (Brooke Bond) was 


the subject of six doubles in 
selected weeklies, this copy fea- 
turing a new gift offer of two 
Old English nickel silver tea- 
spoons 

Photoplay, the new monthly 
film magazine, was presented in 
a widespread four double cam 
paign; and eleven triples for Tide. 
the Hedley detergent, appeared 
in some weeklies in the Home 


Counties area. The Falco 
electric cooker (Allied  Iron- 
founders Ltd.) was one I had 
not come across before, the 


spaces | saw being mainly in the 
West Country. 


Many refrigeration schemes 
appeared, and seemed to be 
mainly concentrated in the 
Southern counties. These inclu- 
ded Marco, Frigidaire and 
Prestcold and each of them 
featured local details and 
stockists A two double for 
Kepkold also went in a few 
areas. In agricultural areas, the 
Coldrator milk cooler was 


advertised, while a new 


of three doubles for H.O.V.O. 
tractor fuel (Wholesale Kerosene 
Distributors) also began. 

LC.1 farming products were 
again being widely advertised in 
six singles in numerous weeklies, 
all the ads. including local 
stockists’ details. In Kent, Shell 
gas oil for hop-drying was adver- 
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THE 
WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
NET SALES 54, 182 weercy asc) 


Lordon Representative - 
DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (ceNero! 2626) 


NEW ADVERTISERS 


Topecy! lubricator (E.D.K 
Products), Australia (immigra- 
tion), Shell-Mex & B.P., British | 


Sulphate of Copper Association 
Lid., Kennomeat, Dalton's corn 


flakes, Falco electric cooker 
(Allied tronfounders), Artistic 
Woodworkers, L.E.P. Travel, 
Ministries of Labour and Agri 


culture, LC.1.. Coldrator milking 


muchine, Bondoxa (Brooke Bond) 
W. H. Smith & Son, } 


Photoplay, 
Wholesale Kerosene Distributors 
Churchman’s Counter shag. 
Naxan toothpaste, 


Aitchison, Maralyn Milk Plus, 
Kepkold, Industrial Life Offices, 
Croid gluc, Feen-a-Mint, Tide, | 
Marco refrigerator, Frigidaire. 
Prestcola refrigerator, Army and 
Navy Stores ’ 


tised in 54 in. doubles, and six 
singles for an old supporter 
British Sulphate of Copper 
Association also) «=6fwent”—soin 
weeklies in farming areas. I see 
Australian immigration spaces 
have re-appeared. These are s1< 
doubles, carrying details of the 
various categories of tradespeople 
required 

One of the very interesting new 
campaigns just started is that for 


the Army & Navy Stores, cight | 
now 


doubles for 
appearing in 


which are 
weeklies in the 
London and Southern areas. 1 
may be wrong, but I do not 
remember seeing Army & Navy 
advertising before in the weeklies 

In the Western counties, four 
singles appeared for Kennomeat, 


an Agricultural Supplies (Ulster) | 
product, and in other parts four | 


double spaces for the Davies 
Topey! lubricator (EDK 
Products) recently went in 
Maralyn Milk Plus re-appeared 
in numerous weeklies up and 
down the country and Croid 
Glue, too, was often to be seen. 
In the North-West, Feen-a- 
Mint three doubles were in 
evidence, while some new adver- 
tising for Naxan toothpaste 
appeared im the West Country 
1 believe that this Naxan adver- 
tising was preceded by a teaser 


campaign of two-inch singles. 


Dollond and | 


| The Merthyr Express 
ontnpridd Obserber 


Series 
TE * 64,000 


——— 


WEEKLIES CIRCULATING oar. 
IN THE INDUSTRIAL 
VALLEYS OF WALES txeeto 


LARGEST NET SALE IN KENT 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS 
A.S.C. CERTIFIED NET SALES WEEKLY 


80,528 


Te ws ease et a ing en, sting xem 
On application 


Advertisement Flat Rate 20/- per s.c, inch 


TIMES BUILDINGS SIDCUP Tel.: Foots Cray 3077 (3 lines) 
London Office: 329 High Holborn, W.C.1 Tel: Holborn 2730 
else ot Bromiey, O , Eltham, Bexleyheath, Erith and Dartford ; 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous and 


STILL GOING UP! 


Essex County 
Standard 
and 


| 


Coichester 
Gazette 


May A.B.C. proves it 


136 HIGH STREET 
HOUNSLOW 
Phone ; HOUnsiow 0016-74 
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ADVERTISER'S WEEKLY 


don’t 


ta j 


0a J 


keep your name to yourself 


Your personality is the public-relations side of your business. 
A plain paper wrap can do nothing whatever for your reputa- 
tion. A well designed and lively paper is an obvious improve- 
ment. .. . And a paper which is not only attractive but 
distinctive, which carries your name, your device, the very 
stamp of your personality into highways and homes of the 
world — now that is best of all. 


have your own 


exelusive box paper! 


SANDERSON 


SIGNATURE PAPERS 


whether you use them for packs or for wrapping, take care 
An extra charge on the first 
thirty reams covers costs of design and special printing 
rollers. After that they’re as inexpensive as any other of 
Sanderson's famous range. 


of your public appearance. 


ARTHUR SANDERSON & SONS LTD 


5? BERNERS STREET, LONDON, wi TELEPHONE: MUSEUM 7800 


| 
| 


REGIONAL WEEKLIES 


HERE BEGINNETH A NEW TRADITION 


(Continued from page 566) 


display showed all the production 
processes, from the written word 
to the delivery of the paper by 

ts. A typical news story 


} nowsagen . 
| was traced through to its final 


appearance in print. A low-flying 


The “County Express” stand at 


Stourbridge 


demonstration by Lancaster bom- 
bers, in which a photographer and 
reporter were flying, was the motif, 
and their copy and pictures were 
traced through all departments. A 
linotype was in operation, produc- 
ing souvenirs for the visitors, who 
saw their own names cast. 
Greatly in demand as souvenirs 
also, at a traders’ exhibition at 
Brierley Hill, Staffordshire, were 
replicas of the County Express, 
Stourbridge. A well displayed 
report of the show, running to four 
pages, was inset in a facsimile of 


| the front and back covers of the 
| County Express. 


* * ” 


Is Press advertising for the gas 


industry too “ refeened” for work- 


| —— areas? 


his was one of the posers put to 
Mr. C. B. Gripper, a divisional 
publicity officer for the Eastern 
Gas Board, when he addressed a 
ps salesmen’s circle in North 
ondon. His attention was drawn 
to the ““Old Wives’ Tale” series of 
advertisements in which two house- 
wives afe pictured over morning 
coffee discussing the merits of the 
new gas cookers. People in areas 


“super” 


like Tottenham, he was told, don’t 
have morning coffee. They pop in 
for a cup of tea. Mr. Gr 
thought the “Old Wives’ T. 
advertisement a good one. 

The salesmen were emphatic 
that advertisements in local papers 
should be next to reading matter. 
One critic rather spoiled it, though, 
by saying he could never find the 
Gas Board's advertisement in the 
Tottenham Herald. A roar of 
laughter came when Mr. Gripper 
gently pointed out it enjoyed a 

ont page solus position. 

Indeed, this advertisement is a 
supreme example of the fact that 
initiative is not entirely stifled under 
nationalisation. Local traders and 
London agents had been sate 
for a solus on the Herald's front 
Page previously devoted exclusively 
to news. The Board eventually 
Pulled it off, through a local contact. 

- * * 

‘AUTION is advisable when 

film tie-ups are considered. 
They can be overdone so easily. 
The Hornsey Journal scored with 
a “Prelude to Fame” page, local 
advertisers hanging their hats on 
the fame peg. It was dignified, and 
the compilers resisted the tempta- 
tion to jerk the long arm of coinci- 

clean out of its socket. 

A much more ambitious effort 
was that of the Uxbridge Weekly 
Post, who ran a two colour full 
page inset in conjunction with 
the film “Battleground”. Stills 
from the film, and a series of potted 
interviews with women who were 
given a local pre-view, covered 
one side. On the back was 4 


“Battleground Treasure Hunt.” 


As an advertising venture it did 
not appeal to this critic. It seemed 
too strained, and altogether too 
in its lush red and blue. 
Is it not rather incongruous to 
win a grand iced cake, or an elec- 
tric iron, in connection with a film 
called “Battleground”? The 
Weekly Post must try again. 

A lively, virile sheet, it does not 
pull its punches. Novel make-up, 
good pictures, and well displayed 
advertisements indicate a sound 
understanding of the technicalities. 
But the * Battleground” effort was 
a bit of a boner. The Weekly Post 
can—and will—do much better. 


KENT Sport & Entertainment | 


REPORTER. 


The only periodical of its kind in KENT 
@ FAMILY APPEAL 
@ LONG LIFE 
@ RISING CIRCULATION 
bor Specimen Copy, Rate Card 
etc. wrule 


KENT SPORT & ENTERTAINMENT 
REPORTER 

| Townwall St., Dover, 

A MUST on 

the Sport & Entertainment Schedule 


Kent 


DISPLAYS 
EXHIBITIONS STANDS 


MERCURY 


DISPLAYS LTD. 
UXWALL BRIDGE ROAD 


S.W.1.TEL.VIC 0912-3 


Rel icf Pret nited 
1 TRHEADINGS 


Without Steel Dies / 
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1950 SHOW NUMBERS — complete 
home & overseas motor trade coverage 


ne Hiitl | 
TH 


AL 


HL 


[SOMMER READ BY TRADE BUYERS 
weg Mem N68 COUNTRIES 

devoted entirely to overseas 

sales promotion for the British automobile industry, with 
i2,000 circulation amongst the world’s importers and distri- 
butors of motor vehicles and equipment. Three special 
numbers will cover this year’s Commercial Transport and 
London Motor Exhibitions. September: a comprehensive 
review of design and progress in the commercial vehicle field. 
Published in time to reach principal overseas markets during 
the Show. October : full details of new models and manu- 
facturers’ sales programmes at the London Motor Show. 
November : extensive review of Service Equipment at both 
Exhibitions, providing an up-to-date survey of this field. 
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M"” ema §=COVERING EVERY SECTION 


ioe OF THE HOME TRADE 
journal covering distribution, : 


sale and service ; its steadily rising circulation now exceeds 
10,500 per issue. Enlarged Show Numbers will cover 
the Commercial Transport Show and the London Motor 
Show. Commercial Transport Exhibition: Sept. 20— 
SHow Gurpe: Full-colour cover; stand-by-stand guide to 
exhibits and full detaiis of bodywork and repair and mainten- 
ance equipment. Sept. 27—SHow Review: a comprehensive 
survey of technical progress. London Motor Exhibition : 
Oct. 11—COMPONENTS, ACCESSORIES & EQUIPMENT NUMBER: 
well-illustrated account of the latest developments in this field. 
Oct. 18—SHow Guipe: full-colour cover; stand-by-stand 
review, lists of exhibitors, current British cars and prices. 
Oct. 25—Snow Review: latest developments in car design 
and their influence on service technique. 


RESERVE YOUR SPACE IN THE COMMERCIAL 
TRANSPORT AND MOTOR SHOW ISSUES WOW 
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THE TRADER PUBLISHING CO. LTD. 
DORSET HOUSE, STAMFORD STREET, LONDON, 5.E.1. 
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ADVERTISER'S WEEKLY 


“5 yOW do I go about the 

selection of an advertising 
agency?” is a question often 
asked, as much by the estab- 
lished advertiser who for one 
reason or another desires to 
change his agent as by the 
inexperienced newcomer. It is 
always difficult to answer, be- 
cause there are so many con 
siderations involved, and it cer 
tainly cannot be answered in any 
one instance without a fairly in 
timate knowledge of the adver- 
tiser's business and his sales 
problems. Any advertiser uncer 
tain of his ability to make a wise 
choice would probably be well- 
advised to seek the help of an ex- 
perienced consultant and to dis 
cuss his problem with an organ 
isation such as the LS.B.A. or the 
LLP.A., from which he would get 


NEW BOOKS REVIEWED 


Questions To Ask When Choosing 
An Advertising Agency 


Mr. Chirurg. His series of ques- 
ionnaires, drawn up to enable a 
prospective client to assess the 
suitability of an agency, occupies 
nearly eleven pages, and informa- 
con is asked for which most 
businesses would regard as highly 
confidential. It may not, as Mr. 
Chirurg admits, be necessary to 


an unbiassed opinion, before 
committing himself. The biblio 
graphy of advertising in this 
country will provide little, if any 
thing at all, to help him 

This book by an American 
agency president goes some way 
to meet his need, but it must be 
read with the reservation that 
there are important differences 
between British and American 
advertising practice and tradition 
Agencies here tend to be far 
more secretive about their in- 
ternal affairs than appears to be 
the case in U.S.A It is very 
doubtful whether many British 
agencies, even to obtain a new 
account, would submit to the 
degree of inquisition suggested by 


Se You're Going to Choose an 
Advertising Agent, by James Thomas 
Chirure. (Punk & Waenalis Company 
in association with Printer's Ink Publish- 
ina Co., Inc, distributed in UK. by 
the Mayflower Publishing Co.. 25s.) 


use all these questionnaires (there 
are fifteen) on every occasion, but 
any one would be formidable 
enough. 

Having made this point, I can 
praise Mr. Chirurg’s book without 
hesitation. As Mr. Elon G 
Borton, president of the Adver- 
tising Federation of America, says 
in a foreword, the author has 
rendered by writing it a valuable 
sérvice to advertising. The prin- 


The Great Exhibition of 
1841. Held in Hyde Park 
it was housed in a great 
structure subsequent!) 
moved to Sydenhan 

it was burnt out on the 
30th November 194( 


When the Great Exhibition was beld in Hyde Park nearly @ hundred 
years ago, it provided the first opportunity since the Industrial Revolution 
began for people to view its results. Lavish stand display was unnecessary, 
Today, 


attention must be consciously attracted. More lavish 


because most of the exbibits themselves were so startlingly new 
public appetite is jaded 
standfitting plays its part, but costs bave gone up — exhibitors say too far. 
We agree, and at Olympia we try to kegp standfitting costs down ; 


not at 
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ciples it lays down should furnish 
a much needed guide to the evalu- 
ation of agency service, and to the 
assessment of an agency in rela- 
tion to advertiser requirements. 
Mr. Chirurg advises the adver- 
tiser in search of an agent first to 
make out a check list of the ser- 
vices he wishes to use, then to 
seck an agency equipped to fulfil 
his individual needs. “Thus he will 
avoid one of the major pitfalls- 
vulnerability to an emotional ap- 
peal on a personality basis. 
Then comes the question of or- 
ganisational set-up. Mr. Chirurg 
divides agencies into three cate- 
gories; “one man,” multiple, and 
functionalised. The “one man” 
agency, as the term implies, is 
dominated in the main by one 
single individual; the multiple 
agency is similar except that 
there is a group of “stars” 
each dominating his own 
group of accounts. The 
functionalised agency involves 
departmentalisation of the various 


agency functions, such as media, 


the expense of workr 


of materials. Th 
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research, copy, art, production, 
etc., with each departmental! head 
having full and undivided respon- 
sibility for decisions, and the ac- 
count executive left free to con- 
centrate on liaison between the 
client and the agency depart- 
ments. The advantages and dis- 
advantages of each type of or- 
ganisation are objectively dis- 
cussed, but one is left in no 
doubt of the author's opinion that 
the functionalised set-up is to be 
preferred. 

Subsequent chapters cover such 
points as the distinction between 
the general or specialised agency. 
whether a large or small agency 
should be selected, how to assess 
creative work, and how to ascer- 
tain the soundness of an agency's 
business management and capa- 
city for basic thinking. 

Mr. Chirurg rightly condemns 
the practice of submitting specu- 
lative plans. Such plans, made 
before the agency has worked 
with the advertiser, are, he points 
out, necessarily geared to what 
the agency assumes he (the ad- 
vertiser) will buy, rather than 
what the agency believes his mar- 
ket will buy. They cannot be the 
fruit of the combined effort of 
agency and advertiser that is 
generally essential to intelligent 
planning. 

This is a book that deserves 
to be widely studied in this 
country, not only by advertisers, 
but by agents. Perhaps it may 


(Continued on page 572) 


anship, but by careful planning to make the best use 


heen our policy for nearly balf a century. Why not 


consult us about your standfitting problems ? 


OLYMPIA STANDFITTING 


OLYMPIA LTD 


LONDON: W.t4° TEL 


SHEPHERDS BUSH 5566 
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Working and 
Spending 
in the 


NORTH-EAST 


HEAVY INDUSTRY — that’s the keynote of the North-East ! 
Coal and iron and the roar of biast furnaces; giant steel forgings 
and castings; the building of ships, locomotives and steel bridges, 
» the vast 1.C.l. chemical works—here indeed 
is British industry at its greatest and most 


é 
oe 4 ° 
ie Learning @ new trade in one of the spinning sheds at Patons & Farming is @ major industry in Durham and the North 
Baldwins’ big new Darlington factory, now nearly completed. — ~ — Pap teres 
One in six of Britain's miners work 
i in the rich coalfields. Cleveland 
1% eee So ae ee ee There are vast potentialities for advertising in the North- 
East. Westminster Press newspapers carry your message 
from York to Berwick, through a population of over 
3,000,000, spending probably {500 a year on goods 
, and services. 
ot: 
2 
My | NORTHERN ECHO - - -  qmornina) 
mo (122,832 A.B.C.) 
‘tn . 
bs NORTHERN EVENING DESPATCH 
ws (33,400 A.B.C.) 
asf 


DARLINGTON & STOCKTON TIMES - (WEEKLY) 


(37,241 A.B.C) 


Dartington is « ~~ railway centre, loco- 
equipment of 


building 
for 
Brides halleove ond and for export — 
ERNEST LUMSDON : London Advertisement Director. 


‘py? | WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. Tel: CENeral 3265 
J Leeds Office Manchester Office 
comers Teg PROT Russell Chambers, Merrion Street, Leeds 2. (Tel Leeds 24998) Midland Bank House, 14, Cross Street, Manchester 2. (Tel: Blackiriars 3930). 
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Here, Gentlemen 
is the Set-up 


This modern building has been specially constructed 
for the making of exhibition stands and display 
work of every kind. To here, from the adjacent 
premises, come the O.K.'d plans and models for 
complete pre-fabrication and erection in the building 
before transportation to the site, exhibition or other- 
wise. And Wiley’s have more than ideal premises in 
which to work—-they have the ideas to work ay your 
interests, and divisions of the company speci li 

in silk screening, perspex work, showeards, te ee 
and showroom displays, and industrial publicity to 
one’s workers. 


Direction is by W. G. V. Jones, a man with a full knowledge of 
the job and it's complicationsthe driving force in getting a 
job done, Technical Direction is by T. G. H. Wiley, responsible 
for the Design Unit. He bas the ability to tackle any job and that 
goes for stands from as small as 16 «q, ft. to those as large as 
30,000 aq. ft. of more. 


Get in touch with Wiley’s on all display matters 


abet ai 


A | | For all details, get in touch with 

\ | il] f WILEY DISPLAYS LIMITED 

\ j 
AN IDEA A MINUTE SCHOOL STREET, LOW MOOR, BRADFORD 
\\\ \|/ My 


TELEPHONE : LOW MOOR 914 (4 LINES) 
‘| 


/ 


London Representative: 


P. L. B. Hollyer, Newspaper House, 
107-170 Fleet Street, London, F..CA. 
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New Books Reviewed 
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inspire one of the latter to follow 
Mr. Chirurg’s example, and enrich 
the literature of British advertis- 
ing by «a up-to-date treatise on a 
subject of which British business 
management is al! too ignorant. 

C.D.R. 


Production Of Ads. 
For The Press 


Advertisement Production for News- 
papers and Periodicals, by Courtney D 
Farmer. (Sit Isaac Pitman & Sons Led, 
12s. 64.) 

This is a thoroughly practical 
handbook on the writing and de- 
sign of advertisements, from the 
pen of an experienced advertising 
man who possesses, not only a 
sound understanding of his craft, 
but the gift of lucid exposition. 
Its value to the novice, for whom 
it is primarily intended, is that it 
should give him, as well as an 
elementary knowledge “of the 
techniques he must learn to em- 
ploy, a grasp of the basic pria- 
ciples without which technical 
skill will avail bim litle. 

“The Pages of newspapers and 
periodicals,” writes Mr. Farmer, 
“contain a large number of ad- 
vertisements that possess little or 
no appeal.” This is putting very 
mildly indeed! He goes on to 
advise his readers to study adver- 
tisements, pick out those with 
attention value and reader in- 
terest, and find out why they 
possess these qualities. Advertise- 
ments, he emphasises, must tell 
a story. There is some kind of 
story about every product. It 1s 
the job of the copywriter to find 
this, and let the public know 
about it. He must have a “nose 
for news” just as much as the 
reporter, Advertisements must 
be made interesting. 

Only when ‘principles such as 
these are thoroughly grasped hy 
everyooe who prepares advertise- 
ments will there be less bad ad- 
vertising and less waste of adver- 
tisers’ money. It is because the 
author's insistence on interest is 
typical of the soundness of his 
whole approach that his book can 
so confidently be commended. 

Iwo main sections cover 
respectively Planning, Design and 
Copywriting, and Typography 
and Illustration Technique, and 
there are many examples of first- 
rate advertising, on the whole 
admirably selected. | have only 
one criticism here, which is that 


the examples of technical advertis- 
ing in the section devoted to that 
subject seem to me hardly repre- 
sentative of the best available to- 
day. Perha this could be 
remedied if book goes (as it 
deserves) to a second edition. 
Finally, a minor complaint. Oo 
page 133 “due to” is used when 
“owing to” would have been cor- 
rect. Such a slip might be excus- 
able in any other book, but not 
in one by an author who, with 
justice, claims to be an authority 
on copywriting and thus on the 
use of good English—C.D.R. 


Master Printers’ 
Jubilee Book 


yes Dee Peto af iene 
By Ellie Howe 


“In ‘the autumn the Typo- 
graphical Association gave notice 
of its intention to enforce its new 
rules in several important centres.” 

...the paper shortage was 
becoming increasingly serious. 
During the past few years about 
50 per cent of the wood-pulp con- 
sumed by British mills had come 
from Sweden and 30 per cent from 
Norway. Recently supplies from 
Sweden had dried up. 

Do not those two quotations 
seem up-to-the-rhinute? But the 
first refers to 1910 and the second 
to 1916! A comforting fact, when 
you come to think of it—if the 
printing industry was jumping 
these hurdles then, it can do it now. 

Inevitably, much of this book— 
written to commemorate the 
Federation’s golden jubilee—is 
concerned with such matters as 
wage negotiations, paper shortage, 
and labour shortage; and it would 
be idle to pretend that it will 
appeal to any but the specialised 
reader. For him, however, and 
for the labour historian it 
contains much of interest and value. 

Mr. Howe is generous enough to 
give credit to progressive trade 
union leaders in the early days; and 
there will be many, even among 
printers who are not “masters,” 
to echo his final sentence 
—"Stet fortuna domus.”-——M.H. 


Brighter Photograph o4 
Beginners (lliffe & Sons itd., 6s. 

is the fourth edition of a book 
planned by David Charles 13 
years ago, containing tips without 
technicalities. 


To Cover a Mining Area | 
| 


Lochgelly & District Times 


(Published Thursday morning 1}¢) | 


and | 


The Cowdenbeath Advertiser 


(Published Friday morning 14d) 


Publishors 
J. WESTWATER & SON | 
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MEET THE WOMEN WHO MATTER 


FRANCES 


THE FARM WORKER 


When | first went to work on a farm | wondered whether I'd be able to 
stick It. It was all so different from living in a town and | wasn't too fond 
of getting up an hour earlier in the mornings. But now | wouldn't change 
my job with anyone. 

I'm as fit as a fiddle and unless you've reaped the harvest of your work 
as we on the land do each year you've never experienced one of the 
greatest joys in life. | have to wear breeches and boots on my job, but 
that hasn't taken away my liking for frocks and frills and pretty things, 
and | know what | intend to have in my home one day. 

We girls in the country areas keep ourselves up to date, believe me. 
We read the news and the advertisements in our local paper, and we buy 
if we see something we need. So don't forget us, will you? 


GROUP NEWSPAPERS: 
NORTHAMPTONSHIRE EVENING TELEGRAPH. 


Market Harborough 
Lincoinshire Free Press. Monaging Director’ A. P. WINFREY, MLA., LLB. 
Rote £3./0.0 s.c.i flat. 


BPN Cast Midland allied Press Uta 


ABC Certificate July to December 1949, Net Sales 225,353 per lesue 


GEORGE JACKSON, CLIFFORD'S INN, PLEET STREET, £.C4 
Telephone: HOLBORN 3611/72 


Manchester Advertisement 2 
W. NOEL YULE, c/e HILTON & KAY, 4 WATER ST., 
MANCHESTER, 6 
Telephone: BLA 0402 


® FRUIT 

@ SUGAR BEET 
® FLOWERS 

@ IRON G STEEL 
@ ENGINEERING 
@ AGRICULTURE 


@ BOOTS ESHOES 
@ DOCKS 

@ CLOTHING 

@ TIMBER 

@ BRICKS 

@ FORGING 


@ BREWING 

@ CANNING 
@ MANURES 

@ MATS 

@ SEEDS 

@ RAILWAYS 
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Staff Security for SMALLER FIRMS 


Unser the “ Imperial Life scheme firms employing 50 or 
less can offer the same security to their employets as 


firms, 
from taxation 


whilst obtaining for themselves the maximum 


nef 


Attract and KEEP the right men and women with a proper! 
balanced Pension Scheme with Life Assurance Protection. It 
means security for your staff and their families—and a 


contented staff is a loyal one. 


Write for full details of the “ 


Assurance Scheme to 


Imperial Life” Pension Trust 


IMPERIAL FE. assce.co.or CANADA 


Incotporaied in Canada 


DEPT. AW} 


im 1906 by 


a lomen! as @ Limited Liakility Company. 


24 ST ewe sou ARE, LONDON, §.W.1 
General Manager’ WO. Crowe 


Telephone: WHiltehall 9631. 


LAMPS - 


Light & 


32, Victoria Street, London, S.W.1 


LIGHTING EQUIPMENT - FITTINGS 


Lighting 


The only lighting journal 


Abbey 7553 


She M1118 & Rockleys’ region - 


For «a advertising 
in any of the areas 
hewn on this map consult 
Mills & Rockieys 


Single sites, special displays 
or complete qoorage for long 
or short period. 


Every detail of a poster 
campaign prepared, supervised 
and executed 


Discerning 
People 

Are 

Using 


WILD ure 


Specialist ‘Abtedting 


ARE YOU? 


Rate Card and Sample Copy from 
A. BE. Bagshaw Ad. Manager, 
WILD LIFE PUBLICATIONS 
98 Maddox St., London, W.1 


BOLTON 
STANDARD 


THE LEADING 
LOCAL WEEKLY 


On sale every Thursday 
VICTORIA ST., BOLTON 


Chancery 8752/3 


TOTYPE = x of i course 


Photographic Mesias 
, in all sizes up to 80 sq. fe wn oe Pe 
Co. itd. Brownlow 


| The 
London, W.13 "Phone : tAling 2091 


514 


| Should Articles 


HOULD payment be made 

for articles published in house 
organs? 

It was Shaw, I think, who laid 
it down that no journalist should 
write except for money—from 
which it would appear that when 
Shaw was a young man some 
journalists were stupid enough 
to write for nothing. But then 
their wages were practically 
nothing, anyway, and they hardly 
noticed the difference. 

he dictum applies to profes- 
sionals. What about amateurs’? 

Most amateurs feel amply 
rewarded at seeing themselves in 
print. Most house organ editors 
have no funds with which to pay 
for articles; they cither write the 
lot themselves or cadge them free. 
But there is an ethical principle 
involved. If the magazine is run 
for the benefit of the workers, 
for their own amusement or 
gratification, if it is in effect a 
news sheet for a social or sports 
club, workers may fairly be 
expected to write for nothing. 
But if the journal is produced 
for the benefit of the manage- 
ment, as an instrument of propa- 
ganda, to boost production, or to 
sell an ideology, then payment 
should be made to workers for 
articles. And if the magazine 
carries paid advertisements there 
seems to be a strong case for 
paying contributors 

The touchstone seems to me to 
be—who benefits? 

There is also, of course, the 
quite practical consideration that 
a supply of good articles can only 
be maintained by using profes- 
sional, or semi-professional (that 
1s part-time) writers. 

Some house magazines pay 
extremely well. Indeed, I know 
of one which pays as high a rate 
as even the best commercial 
magazines in this country. 

* 7 * 


Stet, the house magazine for 
house magazine editors, published 
by The Champion Paper and 
Fibre Co.. of Hamilton, Ohio 
reports that Pittsburgh house 
organ editors recently held an 
exhibition at which prizes were 
awarded for the greatest improve- 
ment in house organs over the 
years. Old and new copies were 
shown side by side. and popular 
vote decided the winners. 

The beginnings, here, of an 
idea for making the visitors do 
some work which will concentrate 
their interest at the next exhibi- 
tion organised in London by the 
Society of House Organ Editors. 

* * * 

NortuH Western Gas Board 1s 
the latest of the nationalised 
industries to start a house organ. 
The nationalised gas industry is 
very publicity conscious, and 
although some of the twelve 


Be Paid For? 


Boards are still groping for a 
publicity formula and organisa- 
tion, most of those that have 
made up their minds about the 
need for advertising have also 
Started house organs. 

This North Western journal is 
called Link-up—which seems 
singularly appropriate—and is 
priced at 3d. Its foreword by the 
chairman is extremely sound. 
Unlike most chairmen’s messages, 
it actually sounds a note of 
leadership and proceeds to say 
something. It reveals, too, an 
understanding of the uncertainty 


Spotlight On 
House Organs 


by 
BRIAN HILTON 
neers 


—_— 
a 


which must be worrying many of 
the workers who have felt the 
wrench of a change-over from 
local ownership to nationalisa- 
tion. 

Editing is extremely able. Con- 
tents vary from a day in the life 
of a trainee to a béautifully illus- 
trated fashion feature. Indeed, 
the illustrations throughout are 
handled with a skill that would 
not disgrace one of our big 
national picture _ periodicals. 
There is no fussiness, and nearly 
all the photographs are. squared 
up. But they are well trimmed 
to concentrate interest, big 
enough to be quite clear, and 
presented in logical sequence. 
Though no space is wasted, and 
many pictures bleed, the pages 
have a clean airy look. This is 
probably due in part to the 
handling of the headlines. They 
are set throughout in Condensed 
Sans (No. 7 or 37, which are 
precisely similar), letterspaced. 
Variation and interest are pro- 
vided by changing sizes and oc- 
casionally by half-lining a large 
size. The effect is fully satisfying 
but it is a matter for regret that 
various odd founts have been used 
for short items on one double 
page spread towards the back. 

* * * 

ANOTHER NEWCOMER this sum- 
mer is Ad Rem, which seems a 
curious title for a journal cir- 
culating among ironworkers and 
the customers of The Butterley 
Co., Ltd., heavy engineers. It is 
in fact the motto in the Com- 
pany’s heraldic device. Let us 
hope all the readers will know 
that “Ad Rem” translates as “To 
the Point.” j 

Unusual, too, is a reply paid 
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SWAINS RETURH TO SHOE LANE 


ADVERTISER'S WEEKLY 


The new address is 


89-92 SHOE LANE - LONDON - EC4 


Telephone: CITY 3871 (10 lines) 


Works at: LONDON - BARNET - GLASGOW 


PROCESS ENGRAVERS TYPESETTERS 
STEREOTYPERS ARTISTS 


Office at BRISTOL 


ELECTROTYPERS 
PHOTOGRAPHERS OFFSET 
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no headache to 


his question caused 
NAPPER, STINTON, 
__.WOOLLEY LTD. 


id to them by the makers 

ra HOw hs D Stainiess Steel Rotary 

ho hed a wonderful product and 
7 oe proposition to put across to 
makers of preserves, pickles, milk products, 
soups and sauces, etc., etc 
The Agency planned ‘s series of strikin 
eg forward advertisements, which 
hut target immediately they were 
pieced | 


—the magazine bought and read 
agen A producers of food throughout 
the world 

FOOD MANUFACTURE 
17 Stratford Place, London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 
—a 


WORLD 
CROPS 


A well-illustrated monthly journal 
which covers all crops, their cultiv- 
ation, protection, storage, handling 
and processing for food, fodder and 
industrial products. 


LEONARD HILL TECHNICAL GROUP 


Manufacturing Chemist—W orld Crops 
Petroleum — Paint Manufacture 
Muck Shifter—Chemical Engineering 
Building Digest — Food Manutacture 
Fibres — Pottery & Glass — Atomics 


All published at: 
17 Stratford Place, W.1 
Specimen copies on request 


$76 


Spotlight on House Organs —continued 


postcard enclosed in the first issue 
asking “Would you like to receive 
future issues of Ad Rem. This 
is a good idea for saving waste 
circulation, but it should be re- 
membered that a lot of people 
who would like to see the next 
issue will not bother to fill in the 
card, so the editor must not take 
the returns too literally. 

The cover is in a very pretty 
shade of light blue with the title 
in white on a gold ribbon. This 
combination will be very different 
from most enginecring journals, 
the editors of which usually go 
for sober, indeed sombre, colours. 
On the blue are line sketches in 
white reverse of some of the 
Company's products. A centre 
panel carries an old-style line 
drawing of the Company's works 
in 1800 over which is printed in 
gold “1790-1950 160 years” 
which rather confuses the effect. 

Size is quarto, type Times, 
paper art. Headings vary from 
page to page. Among the articles 
is the first of a series | entitled 

“Meet our Customers,” which 
seems a good idea if one can get 
the priorities worked out without 
causing trouble. 


* * * 


Latest issue of Ingot, the maga- 
zine of Richard Thomas & 


Baldwins Lid., gives a complete 
record of new developments 
which are taking place in the 
Company's seventy odd works, A 
coloured map explains the 
strategy of the plan. 

* * * 

British organisation of the A.C. 
Nielsen Company has five pages 
in the spring issue of the 24-page 
magazine Insider that covers 
world activities. 

* * * 

Herbert N. Casson, famous 
efficiency expert, who writes the 
whole of his own “house” maga- 
zine which circulates in 53 coun- 
tries, has contributed an article 
to Central News. journal of 
Central Advertising Ltd., 
Johannesburg. 


* * * 

Journal of the Bradford Tex- 
tile Society, an annual, runs to 
94 pages editorial and 66 pages 
of ads. imaginatively preceded 
by a title page headed “Windows 
of the Industry.” 

* * * 

Editor of The B.S.A. Tools 
Group Journal asks me to make 
it clear that the journal is pub- 
lished quarterly not bi-monthly, 
and that the picture on the cover 
of the first issue was a view from 
the window of the London office. 


Selling A Seaside Resort 


By HOWARD COTTERELL, 
Publicity Manager, Bognor Regis. 


HE resort publicity manager 
finds that he can have little 
rest if he is to hold his own and 
establish his stand in the holiday 


market with his comparatively 
meagre and controlled advertising 
appropriation, with such formid- 
able opponents as the holiday 
camp, coach touring holidays and 
foreign travel. 

The publicity manager 
comparative newcomer to the 
Town Hall and he is often re- 
ferred to as the Cinderella of 
Local Government, yet his duties 
are onerous and specialised 

This is a brief picture of the 
publicity tasks undertaken for a 
typical South Coast resort: 

The main channels used for 
advertising are the national and 
provincial newspapers, various 
holiday travel guides, posters, 
folders, photograph panels and 
window display units, and, of 
course, the official guides. 

Advertising commences soon 
after Christmas when the public, 
by all accounts, began to think of 
their summer holidays. To give 
you some idea of the despatch of 
literature in response to applica- 
tions received from these seaside 
holiday-minded people, approxi 
mately 15,000 official guides, 
13,000 accommodation lists and 
20,000 folders were despatched 
from January to September last 


year, in addition to a sea of cor- 
respondence answering inquiries. 
Two information bureaux are 
kept busy in the town, which has 
an estimated population of 
25,800, and the recorded number 
of inquirers at one of these 
bureaux last season hetween May 
and September was 10,838. 
Careful watch is kept on the 
pulling powers of the various 
town advertisements, and atten- 
tion given to the possibility of any 
stunt publicity that might present 
itself. Such publicity can be use- 
ful if the stunt is sufficiently 
good, but I think the usefulness 
of the majority, involving beauty 
queens and the like, are ridicu- 
lously overrated; nevertheless, 
they provide a lot of fun. 
Towards the close of the season 
(August and September) prepara- 
tions are begun for the next year's 
programme, One of the first 
things to be attended to is the 
official guide, which has proved 
itself time and again to be the 
most important link of all be- 
tween the resort and its potential 
visitor or resident and, if well 
composed by skilled hands, is 
without doubt of the greatest 
value to the town 
Consideration at this time of 
the year is also given to new 
posters, of which roughly 900 are 
displayed throughout the country. 


USE—THE TRADE’S ONLY WEEKLY 


For RESULTS From SPORTS TRADE AD VERTISIN G 
Z 
HARPERS SPORTS & GAMES: 
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don’t see them... 


(T’S RATHER SAD. You know nothing (or very little) 
about a lot we do. You know nothing of a wide 
unending stream of important home-market 
advertisements for which we at Everetts are 
responsible. 

And the reason is simple. You don’t see them! 

You see a good many national daily and Sunday 
newspapers. You see a good many of the weeklies 
and monthlies which cater for the general public. 
And in them you see the advertisements we 
produce for people like Bob Martin’s, Boots, 
Rothmans, Civil Defence, Lilley & Skinner, 
Dorville, Chubb, Revelation, W.B. Youthlines. 

But you don’t see our advertisements for 


Duresco Paints — unless you’re somehow con- 
nected with architecture or building. For 
LC.1. Agricultural Division — unless you're 
connected with farming or stockbreeding. For 
LC.1. Metals Division or for Imperial Smelting 
Corporation — unless you’re connected with the 
huge fields of engineering or manufacture which 
need non-ferrous metals or their derivatives. 

Why not consult us about the best means of 
selling the product with which you are con- 
cerned, however specialised its market — or 
however general? Two very different techniques 
of advertising are involved, but we've had a vast 
experience of both! 


Everetts 


A GOOD AGENCY BY ALL ACCOUNTS 


Everetts are responsible for the advertising 


of: ACCURIST WATCHES ; BOB MARTINS PRODUCTS; 


BOOTS PURE DRUG CO. LTD. (National and Medical Press); CASLE MAKERS ASSOCIATION; 
CHUBB SAFES AND LOCKS; C.0.1. (CIVIL DEFENCE); COUNCIL OF INTVUSTRIAL DESIGN; DORVILLE 
CLOTHES ; DURESCO PAINTS; FERRANTI RADIO AND TELEVISION ; GENERAL SERVICES LTD.; ILFORD 
FILMS; IMPERIAL CHEMICAL INDUSTRIES LTD. METALS AND FERTILIZERS; IMPERIAL SMELTING 
CORPORATION (SALES) LTD.; KARDOMAH COFFEE AND TEA; LILLEY AND SKINNER SHOES; MANN 
CROSSMAN & PAULIN LTD. BEERS; MORTON SUNDOUR FABRICS; REVELATION SUITCASES ; ROTHMAN 
CIGARETTES; THE BRITISH DRUG HOUSES; W.B. CORSETS; ZINC DEVELOPMENT ASSOCIATION, etc, 


EVERETTS ADVERTISING LTD - IO HERTFORD STREET - LONDON WI + GROSVENOR 3477 
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ADVERTISER'S WEEKLY 


Mainly Personal— 


By CONTACT 


ANYONE (particularly a 
male) on first mecting the 
eminently presentable Doris 
Richardson would know that 
she was clothes-conscious, and 
might guess that she likes design- 
ing her own hats. That she is an 
expert in English and Continental 
cookery and interested in such 
subjects as languages (which s/c 
used to teach), antiques, and even 
philosophy might also strike him 
as being quite “in character.” 
But that she is an exceptionally 
resourceful and efficient business 
woman and a director of several 
companies, might well occasion 
him some surprise. 

Now president of the Women’s 
Advertising Club of London, 
Miss Richardson is advertisement 
director and director of Norman 
Kark Publications, and her 
directorships also include Trafal- 
gar Advertising and Southern 
Photo-Engraving. She came to 
Trafalgar Advertising during the 
period of bombs and blackou's 
in response to an §.O.S. to carry 
on while Major Kark and the 
other directors were in the Ser 
vices. This meant the conversion 


1,000,000 people. 


at 40 


SEEKING A new market the 
Space Buyer turned his attention to 
The Universe a newspaper with an 
enthusiastic following. 


Summing up he decided that : 


@ It gave news that its interested readers could not 
find in the lay press. 

@ its net sale figure exceeding 232,000 copies 
weekly represented a readership of approximately 


@ The Universe had shown a rising sale figure every 
year for the past 0 years and therefore he could 
buy in a rising market. 


So he placed his order and got 
QUALITY * QUANTITY * RESULTS 


- per s.c. inch 


No national appropriation is complete without 


The Universe 


FIELD HOUSE - BREAMS BUILDINGS - LONDON EC4 


of illuminated signs into daylight 
signs —- which some people 
thought a pretty crazy thing any- 
way, when the bombs were 
obliterating both signs and sites! 
Within si months every site 
= by the company had been 
t. 


She showed her ability to seli 
space when Courier was re- 
started in 1943, to be followed 
by Photo World (retitled Today). 
When Band Wagon was launched 
she was able to tell Kark, back 
from a six weeks’ business trip, 
that she had sold a year's adver- 
tismg — largely on  Courier's 
reputation 

As N.A.BS. steward of the 
Women's Advertising Club she 
raised £1,500 in a couple of years 
through the club members—of 
which, be it remembered, there 
are only fifty all told. 


SS ae 
VICE-PRESIDENT of the Club 
this year—and, doubtless, presi- 
dent for the Festival Conference 
year—is Miss Gwladys Gwen- 
dolyn Thomas (no prizes for 
guessing her nationality). Miss 
Thomas has also done good work 


lan McLean 


for the Club as secretary and also 
as NA.BS. steward in 1945 
when, with the aid of £1,000 
given by Samson, Clark to cele- 
brate their golden jubilee, she was 
able to raise about £1,700, highest 
total for the seven austerity years. 

Miss Thomas's whole advertis- 
ing career has been spent with 
Samson, Clark, whont she joined 
in 1925, as head of the corres- 
pondence room, becoming suc- 
cessively secretary to J. G. P. 
Huat, his persona! assistant, and 
a director in 1946. The accounts 
she handles range from vacuum 
cleaners to proprictary medicine, 
charity, and beauty preparations. 

She loves helping young people 
and has no fewer than thirteen 
godchildren! 


-—. 2 


THE MAN who, as advertising 
manager, has been given the job 
of putting Boosey and Hawkes 
products and services prominently 
before the musicians and music- 
lovers of the world is a slight. 
quiet individual! with modest 
ideas. “I'm no new broom,” he 
told me, “and I've no intention 
of sweeping everything before 
me.” lan McLean—that is his 
name—was recently writing per- 
suasive propaganda for the Con- 
servative Party. He is very happy 
with his agents, Edward Walters 
(Advertising) Ltd. and the 
account executive, H. J. Healing. 
and together they are tackling a 
pretty big job 

Though he takes no more than 
a layman's interest im music, 
McLean will hear plenty in the 
future—musical instruments pro- 
duced in the company's factories 
are. tested in the building where 
he has offices, and he will pass 
proofs and write copy to the 
accompaniment of drums, fiddles, 
bassoons, xylophones. ete. 

An ex-serjeant-major of the 
Reconnaissance Regiment, 
McLean was a prisoner-of-war in 
Germany during the war, 


x * * 


IN LONDON recently for the 
Mechanical Handling Exhibition 
was Arnold Jones, of Good Pub- 
licity, Colwyn Bay, who told me 
about the plans of the Publicity 
Club of North Wales for the 
Publicity Convention to be held 
at Llandudno in September. 
The North Wales Club, says 
Jones, regards itself as a 
club with a mission—to educate 
North Wales in the uses and ad- 


Miss G. G. Thomas 


Miss Doris 
Richardson 


vantages of publicity. This is the 
primary object of the forthcom- 
ing Convention, but the subjects 
of the discussions will cover such 
a wide range that it should be 
well worth while for advertising 
men and women from all parts of 
the country to attend. It is hoped 
the advertising club members in 
particular will support this 
bravely ambitious enterprise cf 
one of the youngest clubs in the 
movement. 

Good Publicity is also an en- 
terprising youngster, for it will 
celebrate its fourth birthday 
this October. But only in March 
it was found necessary to move 
into bigger premises, and its 
managing director is well pleased 
with his list of clients. He has 
gone for justifiable pride in the 
act that only two out of nearly 
50 were advertisers before the 
agency undertook to handle their 
publicity. 

Only one thing worries Arnold 
Jones slightly. Some ple ap- 
parently confuse Go Publicity 
Ltd. with Good Advertising Ltd. 
which some while ago was ab- 
sorbed by W. H. Gollings and 
Associates. There is, of course, 
no connection at all, and Good 
Publicity is very independently 
and actively alive. 


. 2. ® 


YOU CAN'T keep a good man 
down. Cosman Shaw, advertise- 
ment manager, John Morris 
(Publicity) Ltd., tells me that his 
son Barry, formerly a lieutenant 
in submarines, who had to give 
up the Navy because of a slight 
defect in one cye, is now assis- 
tant editor of the Gibraltar 
Chronicle. Cosman’s other son, 
Peter, is a gunnery officer on the 
destroyer Corunna. 


WEEKS WISECRACK 


~ 


“Believe me, it will take 
more than National Foot 
Health Week to remove 
the corn from this 
feature!” 
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Plan to profit from 
COUPON FREE Petrol 


Higher mileages by commercial vehicles will increase demand for accessories, for spares, for tyres, for maintenance tools and 
equipment, and for the many ancillary services to road transport. The Commercial’ Vehicle, with its 7,300 A.B.C. 
circulation, composed of owners and executives, should be part of every plan to 


benefit by the abolition of petrol rationing. 


use the 


COMMERCIAL VEHICLE 


USERS JOURNAL 
. to your advantage 
rg 
hag Specimen copies and rates from: H. H. Watson, Esq., Advertisement Manager, 
: Commercial Vehicle Users Journal, Leicester Galleries, Leicester Square, London, W.C.2. 
Telephone : WHitehall 0737 
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These bring <i Chemicals, Plant, Temperature Recorders, 
steady employment 
and regular pay packets to County Durham Autoclaves, Mixers, Vacuum Equipment, 


Advertise in the 


SUNDERLAND ECHO Sables. Selec sl 
NORTHERN DAILY MAIL Pipe-lines, Fire-fighting Equipment, 


Laboratory Apparatus, Drums, Pumps, 


ge WEST HARTLEPOOL 

= BILLINGHAM PRESS --- through his journal 
and count your Results PAINT, OIL & COLOUR JOURNAL 

x " ee ee en eee Rate card and full particulars from: 8 Ladgate Broadway, London, E.CA 
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Avoid 
lettering on 
artwork by 


Kodatracing- 


Expensive artwork whether 
for black or white press work, 
colour illustration, poster or 
display material need not be 
wasted by lettering on and so 
rendering it useless for future 
use. Artwork is too expensive 
when new artwork is prepared 
for each job and so must be 
saved. Whatever printing pro- 
cess is employed and whether 
artwork is colour or black and 
white—lettering on a Kodatrace 


overlay can be “stripped in” or 
“overprinted™ by your block- 
maker or processman—so saving 
valuable artwork for future use. 
Kodatrace has a non-greasy 
surface ideal for lettering and 
may be erased without damag- 
ing the surface. It is ideal for 
client presentation and 
many uses, among them, colour 
proofing and as a means for 
ensuring accurate register. 


save time and money with 


A KODAK PRODUCT 


Kodat 


THE ORIGINAL PLASTIC FILM 


Supplied in Rolls 40 ins. x 20 yards ond Half Rolla 40 ins. x 10 yards. 
Sole Distributors: 
MC STomE CRAVEN HOUSE, 121, KINGSWAY, LONDON, W.C.2. Holborn ome 


The fertile Field 


If your products or services will benefit country 
dwellers and country lovers, say so in “ The 


Field.” 


vy,” 


You will be well rewarded. 
Field ” readers don’t “ skim the headlines.” It 


“ The 


is read carefully and with deep interest, for it 
speaks with authority on all rural subjects and activities. 
Advertisements cannot fail to be fruitful when placed in such 


congenial surroundings. 


And 


“The Field” readership has 


increased by over 100% since the war. 


; THE FIELD 


The Country Newspaper 


ADVERTISEMENT MANAGER: A. NELSON ALLEN, 


6 Stratton Street, London, W.! 


Telephone: Grosvenor 3592 


THE A.B8.C. 


} Te? = dd. 


| The 1950 annual 
| bundreds of additions 


June 22, 1950 


YouGan't Be Wrong 


if you follow the example of 


BRYLCREEM 
(G. S. Royds) 


BUTLINS (C. J. Lytle) 


CROOKES 
LABORATORIES 
(T. G. Scott) 


DAILY HERALD 
(Odhams Press) 


“ LITESOME ” 
(Nevin D. Hirst) 


MINISTRY OF 
AGRICULTURE 
(Graham & Gillies) 
NEWS OF THE 
WORLD 
(London Press Exchange) 
PEOPLE (Odhams Press) 
ROYAL AIR FORCE 
(Masius & Fergusson) 
ROYAL NAVY 
(S. H. Benson) 


and other Leading National Advertisers 


by using the advertising columas 


The 
National 
Sporting 


Magazine as 


ae Ss 


Members of 
the 
Audit Bureau 
of 
Circulations 


S. J. Silver, Advertisement Director, 149 Fleet Street, E.C.4 


Don’t miss the important 


1950 Advertiser’s Annual 


containing 102 EXTRA PAGES of entries 
and last year’s thousands of changes in full 


the hundreds of new 

entries, 102 extra pages have been 
added to the forthcoming 1950 
ADVERTISER'S ANNUAL, and rates, column 
sizes, press days, addresses, telephone 
numbers, personnc!, ctc.. have altered to 
a degree that renders even last year's 
edition misicading, and wasteful of time 
and effort 


brings you these 
and last year's 
thousands of changes. corrected right up 
to press day: that & why it pays for itecif 
a bhundredfoid, by the correspondence, 


FILL IN AND POST TODAY 
Business Publications Ltd., 180 Fleet St., London, £.C.4 


telephone calls, time and trouble it saves 
you 

In its 882 pages is all the up-to-date and 
reliable data you need about: British and 
Empire Publications; Advertising Agents 
and their clients; National Advertisers; 
Film & Screen Publicity Specialists; 
Engravers and Blockmakers; Class. Trade 
and Technical Journals; Poster Advertiving 
Contractors; Commercial An Studios; 
Foreign Publications with London Offices, 
Printers; Typefounders; Inkmakers, and 
all other advertising services and supplics 
as they operate to-day 


price of 
Name 
Address 


TistR’S ANNUAL. tee AN invoice me sgt Kt yt 


+. ~ ADVER- 
the {post-free 
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CURRENT ADVERTISING 


Peter Robinson Moves: T.B. Browne 


Get Lodge General Press-Account : 
Kayser Bondor Bra. To FreemanCo. 


ACCOUNTS MOVING 


To Dortand Advertising Ltd.: 
Peter Robinson Ltd. Oxford 
Street and Leicester Square de- 
partment stores, from August 1. 

To T. B. Browne Ltd.: Genera! 
Press advertising for Lodge Plugs 
Ltd. Trade Press scheme con- 
tinues to be handled by Elintt 
Advertising Ltd., Birmingham. 

Yo Osborne-Peacock Co., Ltd.. 
London office: The aircraft in- 
terests of Short Bros. and 
Harland Ltd., from July 1. 

To Colman, Prentis & Varley 
Ltd.: National Needie Arts 
Bureau which organises, among 
other activities, the National 
Sewing Weeks. 

o ‘ Publicity 
(London) Ltd.: Celestion Loud- 
speakers, from August 1. 


NEW ACCOUNTS 


To Robert Freeman Co., Ltd.: 
Brassicres manufactured by 
Kayser Bondor Ltd. Nationals, 
women’s and general interest 
magazines. 

To R. S. Caplin Ltd.: Allinson 
& Co., shoe manufacturers. Cam- 
paign for Alinese ladies shoes in 
women's magazines. 

To Auger & Turner Ltd: 
Home Sales Ltd. and Smart 
Fashion Wear Co. (both in 
nationals and trade Press). 

To Glare Advertising Ltd, 
London office: British Bitumen 
Emulsions Ltd. (trade journals). 

To Norman Davis Ltd.: Dryart 
fabrics made by Driver, Hartley 
& Co, Ltd. 


NEW CAMPAIGNS 


For Rowntree’s Dairy Box 
chocolates, which have not been 
advertised for 10 years (except 
very briefly at the end of the war), 
in national dailies and Sundays, 
and magazines. Agents: J. Walter 
Thompson Co., Ltd. 

For Brooklax chocolate laxa- 
tive, in national weekly maga- 
zines. Agents: Greenly’s Ltd. 

For a new ball-pen being intro- 
duced by Henry C. Stephens Ltd., 
in Daily Express, Daily Mirror, 
Evening News, selected provin- 
cials and trade~ Press, during 
June-August. Agents: Osborne- 
Peacock Co., Léd., London office 

For Gilbey’s Triple Crown 
Port, in national! dailies, Sundays, 
London evenings, and women’s 
magazines.—For Cuprinol FBD 


In a description of eleven ad- 
vertisement promotion brochures 
produced by Provincial News- 
papers Ltd., it was stated that net 
sales are broken down to town 
and suburbs and country area 
percentages. This is true of only 
one of the brochures. 


(Furniture Beetle Destroyer) 
made by Jenson & Nicholson 
Ltd., in national dailies and Sun- 
days, general interest magazines, 
and women's journals. Agents 
Alfred Pemberton Lid. 

For Kepkold food cabinet, in 
national dailies, Sunday Graphic, 
provincials, Radio Times, 
women's Magazines, camping and 
yachting journals, Agents: J. G. 
King & Son. 

For Newéey’s hooks and eyes, 
snap fasteners, and D. F. Tayler 
pins and needles, combined ad- 
vertising extended from trade 
Press to women's and general 
interest magazines. Agents: G, S. 
Royds Led. 

For Philips projection televi- 
sion, in London evenings, and co- 
operative dealer ads. in Home 
Counties provincials. Agents: 
Erwin, Wasey & Co., Ltd. 

For the new Horrockses chil- 
dren's cotton frocks, in trade 
Press and women’s magazines, 
during June and July. Agents: 
Hilmar Advertising Ltd., Preston. 


Crawfords to Publicise 
Daks Golf Tournament 


S. Simpson Ltd., makers of 
Daks sports trousers, are sponsor- 
ing the first Daks Professional 
golf tournament, to be played 
at the Royal Mid-Surrey Golf 
Club, August 2-4, and are 
attempting to establish the event 
as “The Ascot of Golf.” 

The event will be backed by 
an intensive public relations cam- 
paign culminating in a Daks week 
coinciding with the tournament. 
W. S, Crawford Ltd. are handling 
the publicity. 


BOOSEY AND HAWKES 
WORLD CAMPAIGN 


(Continued from page 542) 


musical Press may be extended 
to. the national Press. 

Musical Progress end Mail is 
sent to all local and military 
brass bands, and advertisements 
for brass instruments and scores 
will appear in musica! Press, and 
concert programmes, and on 
music wrappers, which will 
carry “teaser” extracts from 
musical scores 

By the solution of production 
problems, and by acquiring the 
craft of the Germans, Boosey & 
Hawkes hope to wrest the title 
held by Germany before the war 
for brass instrument production, 
and to attack specialised spheres 
of musical instrument produc- 
tion now dominated by some 
American manufacturers. 


You saw the ““Maytime” issue of 
The SKETCH—a fine example 
of the type of Special Number 
The SKETCH will produce upon 
seasonal occasions. These special 
numbers are important adver- 
tiser opportunities, but it pays 
to make a consistent advertising 
investment in The SKETCH all 
the year round. 

The SKETCH readers get the 
best out of life and are satisfied 
with nothing but the best. 


AUTUMN 
NUMBER 


OcT.11. 


CHRISTMAS 
NUMBER 
DEC.6. 


GEOFFREY PHILLIPS, Advertisement Mi 


House, New Oxford St, London, W.C. Holborn Gos 
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CAMBRIDGESHIRE TIMES 


GROUP 
62,65 


TIMES SUNLOIESS, ee 
Tele : 2368 (2 


July To Dec. 
A.B.C. Figures 


Copies 
Weekly 


London Representative : 
MR. W. H. WALMSLEY, 69, FLEET STREET 
Tele : Central 9353 


a a OT 


OUR ILLUSTRATED CATALOGUE IS NOW 
AVAILABLE SHEWING AN EVEN GREATER 
RANGE OF ADVERTISING GIFTS 
* 

Please write for your copy now or telephone CE Neral 1812/3 

for a representative to call 


* 
R. SCULTHORP & CO. LTD 
BLACKFRIARS HOUSE, NEW BRIDGE ST., E.C.4 
THE PEOPLE WITH A GIFT FOR ADVERTISING 
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MEDIA SPACE RECORD 
For week ending Sunday, June 18 


SPACE IN COLUMN INCHES 


See AND YOU WILL BE 
ax }©=RIGHT 


if you advertise in the 


NATIONAL NEWSAGENT 
Bookseller, Stationer 


@ The only independent retailers’ 
journal 
@ The only S-figure net sale 
journal. 
Specimen Copy, Rate Card, etc. 
from 


107 Fleet St. London, E.C.4 
Tel: CiTy 2604 


—, , | 
th ot er! 


Priestleys 


SILK- SCREEN * EXHIBITION + DISPLAY | 


PRIESTLEYS OF GLOUCESTER 
TELEPHONES : GLOUCESTER 2228/-2-3 
LONDON 


TEMPLE BAR 7965-6 


cnOWCARDs 


adits STR 


SILK SCREEN ARTS L™ 


97 SHIRLEY ROAD CROYDON 
aoo0IrscomeBe 314 7-8 
WIGHEST GRAOE 


CLEAN © SHARD 
CRAFTSMANSHIP 


SPeEDY SERVICE 
Q EXPRESS ¢ 
DELIVERY 


| THERE 1S NO SUBSTITUTE for EXPERIENCE 


= 


Suaday Chronicie 
Sanday Dispatch 
Sanday Empire News 
Sunday Express 
Sunday Mail 

Sunday Mercury 
Sunday Pictorial 
Sunday Sua 

Sunday Times 


Western Independent 
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Provincial Mornings 


Aberdeen Press & Jol 
Birmingham Gazette 
Burmnagham Post 
Glasgow Daily Record 
Manchester D. Dis 
Manchester Guardian 
Newcastle journal & 
North Mail 
Sheffield Telegraph 
Western Daily Press 


weSe 


= 
xXx Kx Kx 


ene |2cfee 


xxx 


less Suases 


Provincial Evenings 


Aberdeen E. Express 
Belfast Telegraph 
Birmingham E. Des 
Birtuingham Mail 
Bolton Evening News 
Bradford Tel. & Argus 
Coventry E oe 
Eastern Evening 


it 
2 
“i 


Edinburgh E. News 
Glasgow E. Citizen 
Glasgow kvening News 
Manchester E Chron 
Manchester E News 


LT L181 See) 


Middlesbrough Eo Gaz 
Newcastle E. Chron. 
Northern D. Telegraph 
Sheffield Star 

W. Lancs. E. Gazette 
Yorkshire EB. Press 


(oon 2 2 22 2 2 2 | 2 | | | 
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1 
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lt must be borne in mind when reading these figures that a large 
number of newspapers are still unable to accommodate all the display 
advertising offered them. 

In many instances classifieds are still published in “A” and “B” 
copies. Figures given here and on the opposite page represent space 
occupied in one copy. 


r 
“For Greater London &Surrey tinestane” | 


Croydon 
Times 


SERIES 
Tel. Croydon 3434 


‘wen HIGH ST., CROYDON 
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MEDIA SPACE RECORD ¢ oninued) 


> i6@ x 1 
th Thnes .. 22 x HI 
Brighton & Hove Gaz. | sx! 
Bucks Free Press | 22 14 
Chester Chronicir 10 ax? 
Cumberland News = ..) 10 | 24 x 1h 
Darlington & Sticktce | | 
Titnes | ax it 
Dudley Herald . | _ 
ERastbourne Gazette 20 mx 1 
Buses Chronicte 16 6x! 


Four Shires Advtr, 10 226 « 
Harrogate Advertiser 10 a’ 23«2 
Hastings Observer 10 maxi 
Herts Advertiser 10 
Hertfordshire Mercury 10 2x? 
L of W. County Pres | 10 24x 2 
Kent & Sussex Courier | 10 ax i 
Kent Messenger a - 
Kentish Express ‘ 10 2x! 
Kentish Times --| 10 2 1 
Laton News & Bed- 

fordshire Advertiser | 10 “ax 
Manchester City News | - 7x 
Middlesex Chronicle | | 
Senes , . 10 2x if 
Prescot & District =| | 
° 8 2x? 
Observer ..| 12 “4 
«ol 


od 2 
Warrington Guardian w | gx } 
Wellington Journal 10 219 = 
West Herts & Watford | 
Obese ver } 0 2px i 
Worthing Herald 20 66x 1 


SPACE IN COLUMN INCHES 
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When more than one edition is pablished, figures are for main edition ouly. 


A statement on the L.S.C. over- 
tume ban, issued by the British 
Federation of Master Printers on 
Saturday, said: 

“Since May 18 when the ban 
began, union members have lost 
over £35,000 in overtime pay. 
This amounts to a loss of about 
£7 per head for the 5,000 workers 
who, according to the union, 
normally work overtime. 

“Hf the ban stayg on until July 
6 it will then have cost the men 
more than £60,000, or over £12 
each. In addition, the large scale 
delegate mecting (on a working 
day) will probably cost over 
£6,000 in pay for time lost. 

“The printing industry in Lon- 
don as a whole is also suffering, 
and the interests of trade unionists 
and employers in London are 
being damaged, for once work is 
taken away, whatever the reason 
for the change, there is always 
the danger that it will not return 
The Radio Times, the Economist, 
and a large number of other 
journals have had to reduce their 
size, delay publication, or curtail 
their plans with loss to readers, 


Master Printers On Overtime Ban 


advertisers and publishers 

“The damage that is being done 
to all sections of the London 
printing trade is insidious, and 
it will accumulate if the union 
persists in a ban for which the 
reason, if it ever existed, has 
now disappeared.” 


HYPNOCOLOR POSTERS 


Tribe Brothers Ltd., of High- 
gate, silk-screened the Coventry 


Street poster on which the 
streamer “The Crazy Gang” was 
printed in Hypnocolor by 


Greenwood Developments Lid 
Tribe Brothers Ltd. have also 
produced the London Palladium 
poster in Leicester Square (on 3 
Regent Premier Ltd. site). The 
poster is hand-drawn, the names 
of Jack Benny and two other 
performers being in Day-Glo 


Many people well-known in 
publishing, printing and adver- 
tising attended a cocktail party 
given by the directors of Pictorial 
Maps Ltd.. at Blandford Studio, 
Blandford Street, London, last 
Thursday. 
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A FIRST QUALITY 
EDITORIAL AND 


Feremest in the textile field 


EMMOTT & CO. LTD. KING STREET WEST 
LONDON OFFICE: 2i, 


ADVERTISER'S WEEKLY 


rie 


PRODUCTION WITH 
NEWS TO MATCH 


MANCHESTER 3 
BEOFORD STREET W.C.2 


FOR ALL CLASSES OF 


Thank you very much for the 

iomt way im which you 
deak with the publication 
1 sincerely hope we shall continue 
to have this pleasant amocistion 
“BAK 


CHANGE OF 
ADDRESS 


As from JUNE 26th the 
London Office of the : 

BATH & WILTS CHRONICLE 
BATH WEEKLY CHRONICLE 


SOMERSET GUARDIAN 
WILTSHIRE NEWS 


(Wessex Assoc. News Ltd.) 
will be at 

134 FLEET STREET 

Mr.S. H. Roberts ' 
Central 2767 


Agents please advise departments 


concerned to avoid delay in orders, | 


copy, and blocks. 


THE WAYFARER PRESS 
14 HIGH STREET, WINCANTON, 
Telephone : 230! 
WITH A SERVICE EQUAL TO ANY IN LONDON 
* * UNSOLICITED 


No job too smali—Ask for our representative to coll 


PRINTING consult 


SOMERSET 


FOR OIL COLOURS 
| WATER COLOURS 
POSTER COLOURS 


| 
| GEORGE ROWNEY & CO LTD 
10 PERCY STREET * LONDON * Wi 
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ADVERTISER'S WEEKLY 


THAT R. S. (Ron) Lyons, for- 
merly publicity manager with 
George Newnes Ltd. who has 
been in the United States for the 
last two years, is now back with 
George Newnes, on the mana- 
gerial side. 
* * * 
THAT Peter Siviter Smith, direc- 
tor of V. Siviter Smith & Co., 
Lid., Birmingham, has offered to 
start a fund with a guarantee of 
£500 from his company, to 
acquire club premises for the 
Midlands Printers Billiards and 
Snooker League. 


When Gilchrist Studios Ltd. held 
their staff outing—a river trip to 
Marlow—recently, one of the 
artists decided that this “slave 
ship” drawing constituted a fair 
version of the occasion. R. H. 
Mason, director’ considers it a 
“very fair” version. 


Seals for 


LITHEMBOS AND 


We Hear— 


THAT Paul Dyer, son of W. H. 
Dyer, Hastings publicity direc- 
tor, was married to Miss June 
Guy at Hastings last week. 

. . . 


THAT Roland Green, advertise- 
ment manager, Travel World, has 
been presented with a son 
(Gleremy)—his first child. 

- * * 


THAT there will be an autumn 
advertising campaign for Men's 
Wear Gift Tokens Ltd., which is 
sponsored by the National As- 
sociation of Outfitters 

* * 


THAT the Hull Daily Mail re- 
cently presented to Hull's Direc- 
tor of Museums, a set of Creed 
equipment, consisting of a Creed 
re-perforator and a Creed morse 
printer, which was installed in the 
Mail offices, Whitefriar Gate, in 
1922. 


* * . 
THAT Frank Rahill, promotion 
manager of the Milwaukee 
Sentinel, is visiting relatives in 
Ireland. 

* 


* * 
THAT Doreen King, publicity 
officer of the Sydney Red Cross 
Blood Transfusion Service, is in 
Ireland on vacation from Austra- 
lia. 


METCRAFT SEALS 
FAMOUS FOR 20 YEARS 


WALSALL LITHOGRAPHIC CO LTD 


MIDLAND ROAD = WALSALL 
29 LUDGATE HILL » LONDON « EC4 


THAT Alastair Sedgwick, adver- 
tising manager, Gillette Industries 
Ltd., is supervising the British 
and Continental! holiday arrange- 
ments for Eleanor and Jeanne 
F America's latest Toni 
Twins, who arrived in London 
on Tuesday. Though the girls 
are primarily here on holiday, 
they will appear io British Toni 
ads. about the end of the year. 

* * * 

THAT Lt.-Col. H. de G. Warter, 
advertising manager of the 
Regent Oil Co., Lid, has been 
selected to play for Yhe Terri- 
torial Army in their annual two- 
day cricket match against the 
Army. 

* * * 

THAT John S. Exley, publicity 
manager of Richard Sutcliffe Ltd., 
has been elected an associate 
member of the Incorporated 
Advertising Managers’ Associa- 
tion. 
* * 

THAT the latest advertisement 
promotion piece from Lilliput 
comprises a small bottle of 
Gordon's Specia! Dry London 
Gin, with a copy of the June 
issue in which this is advertised. 

* * * 
THAT Edward Stuart, central 
publicity manager, Lewis's Ltd., 
has been elected a Fellow of the 
Royal Society of Arts. 

Py * 

THAT directors and staff of D. 3 
Keymer & Co., Ltd, went to 
Clacton for their annual outing 
on Wednesday last week. 

* * - 
THAT the Sunday Mercury 
(Birmingham) has introduced a 
strip cartoon serial in colour 
devoted to Hopalong Cassidy. 

* * * 
THAT the British staff of the 
New York Times have given £25 
to the Lord Mayor's National 
Thanksgiving Fund “as a small 
token of their appreciation of the 
food parcels regularly received 
from New York.” 

* * * 
THAT a party of U.K. Press 
representatives visited Holland 
this week for the Diamond 
Jubilee of the Royal Dutch 
Petroleum Co., co-parent with 
the Shell Transport and Trading 
Company of the Royal Dutch/ 
Sbell Group of oi! companies. 

+ . * 


CHAT Kenneth Johnstone, of 
the publicity department of 
Kemsley Newspapers, London, is 
leading a delegation of Kings 
Scouts representing the U.K.. to 
the National Jamboree. of Boy 
Scouts of America, at Valley 
Forge, Pennsylvania 
* * * 

THAT Richard C. Wilson, area 
representative for The Engineer, 
has moved to 67, Streetsbrook 
Road, Shirley, near Birmingham. 


June 22, 1950 
Taking Film On 


American Tour 

Mr. L. J. O'Hea, chairman and 
managing director, W. H. Colt 
(London) Ltd,, is now on a tour 
of America 
and Canada, 
showin, a 
film of the 
Colterro 
E le ctrica'ly 
Kiloed 
Plaster Lath- 
ing to archi- 
tects, plas- 
terers and 
building 
con tractors 
in New 
As BS 
Seattle, 
Detroit, 
Winnipeg, 
Edmonton, Vancouver, Toronto 
and Mootreal. 

The tour is the outcome of a 
series of visits, from which Mr. 
O’Hea has just returned, in 
Europe, Australia, the Pacific. 
and the North American 
continent. 

W. H. Smith Exhibition 

To give their staff a better 
understanding of advertising and 
publicity work, W. H. Smith & 
Son have arranged an exhibition 
of original drawings and paint- 
ings used recently in the firm's ad- 
vertising. 

The exhibition is at Strand 
House, and opened on Monday, 
until June 30. 


he Quotes Ad. 
‘“ 

eply Figures 

The Daily Express last Satur- 
day quoted figures from a 
Dawlish Council report which at- 
tributed more replies to an adver- 
tisement in the Express than from 
either of four other nationals. 

The report said that a one-inch 
single column Advertisement pro- 
duced 150 replies from the Daily 
Express, 78 from the Daily 
Mirror, 74 from the Daily Mail, 
70 from the News Chronicle, and 
51 from the Daily Herald. 


Coinciding with their move to 
new premises at Eccleston Road, 
West Ealing, W.13, R. Foster & 
Co., silk screen printers and sign 
and display producers, are 
registering themselves as a private 
liability company to be known as 
R. Foster & Co. (Display) Ltd. 


1. J. O' Hea 


ADVERTISING 
DIARY 


, Fume 23. 
Barrish = Disrtay ASSOCIATION 
Julia Clements on “The Use of 


Flowers in Display.” Light- 
ing Service Burcau, Swand, W.C.2 
7 m 


Puaiicrry Cuve of Noerm Wates 

steamer trip to Menai Bridge 
Tuesday, June 

Pustrcrry CLos oF NOTTINGHAM 
luncheon meeting Speaker. 
Madame Rose Laird Mikado 
Cafe. Long Row ipm 

v. June 24. 

Instrrure of Purtic ReLaTions 
luncheon Miss Dorcas Campbell 
on “Public Relations as practised in 
USA.” Planning Centre. King 
Sweet, Covent Garden, W.C.2. 
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CHECK THE MARKET 


YOU WANT TO SELL 
IN CANADA 


Chemistry 

China, Glass and Ceramics 
Clothing, Millinery and 
Yardage Goods 

Coal and Fuel 


700 OOO 


Farm Implement Trade 

Feed 

Fishing & Fish Storage 

) Food Processing and Canning 
~) Frozen Foods 
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() Heating & Plumbing 
(Hotels and Restaurants 


(.) lronmongery & Hardware 
() Jewellery & Optometry 

C) Laundry, Dry Cleaning 

( Leather 

Lumbering & Woodworking 


Oo 


Metal Working Industry 
Milk & Milk Products 
Milling, Flour & Feed 
Mining 

Municipal 

Oil and Petroleum 
Office Equipment 
‘Packaging & Shipping 
Paint & Varnish 

Paper 

Photography 

Plastics 

Power and Power Plants 
Printing and Publishing 
Process & Fabrication 
Machinery 
Railways 
Retrigeration 
R 


The 
Hereford 
Times 


A GREAT COUNTY PAPER 


118 Years Old 
and Younger Than Ever! 


Its traditional vigour, alertness, scope and close atten- 
tion to the particular interests of the people of its wide 
area gives it the status of the friend of the family 
throughout the stable agricultural and residential 
districts of 
HEREFORDSHIRE 
The COUNTIES of the WELSH MARCHES 
and the WEST MIDLANDS 


HEREFORD : LONDON : 
Maylord Street P. Moon, 
Phone: 2551 134 Fleet Street, E.C4 


Phone : CENtral 3913 


1 and Wh j 1, 
Road Transport 
Shipping & Marine 
Sporting 
Textiles 
Tobacco Trade 
Tourist Trade 
Toys and Games 
Uniforms 
Warehousing & Storage 
C) Wireless & Television 
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The Business Newspapers Association is composed of over 100 
trade papers and other periodicals serving all sections of 
Canadion trade and industry, menufacturing, fmance and 
management. Market information, sample copies and adver- 
tising rates covering the market you want to reach will gladly 
be sent to you without obligation. “(Your request by airmail 
brings you a prompt reply in only a few days.) 


“© Business NEWSPAPERS ASSOCIATION 


OF CANADA 


137 WELLINGTON STREET WEST, TORONTO, CANADA 


*You may ere copies af Canadian business papers at the offices of the Canadian 
Government Trade Commissioner in London, Laverpool, Glasgow, Belfast. 


NOW is the time to arrange for 


remarkably 
practical, the “SYSTEM” DESK 


“SYSTEM” DESK DIARIES 


to give all-the-year-round publicity in 1951 


" ee “tom 
ll 31 age neem Nenquiry TO-DAY will bring 
— a arenas you proof of the economical 
\\ See =" advertising value of “SYSTEM” 


DESK DIARIES in good time 
for you to obtain supplies for 
Christmas or New Year Gifts. 
Your name and business an- 
nouncement printed on each 
Daily Sheet will bring your goods 
or service prominently before 
the notice of your clients or 
prospective customers every hour 
of every working day throughout 
the whole year. 


Supremely useful and and so on. They are more frequently 


referred to than any other article of 


DIARIES are in constant daily use, desk equi t, and so constitute 
serving as infallible reminders of themosteffectiveformof continuous 
| appointments, things to be done, but inexpensive publicity. 


vw t I would like to have your quotation 
for . “ Sysram” ¢ Dames for advertising pu’ 
Oe 
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basic dala 


supply the 


a“ > to finished plate ready for 


GRANTLEY’S: 


for 
LONDON 
THEATRE 
PROGRAMMES 


REGent 2554 


® there is no better 
reminder media 


63/5 Piccadilly W.1 


PLEASE ASK FOR LIST 


PACTUM 
SIMILE 


(or fecsim for short) 

is glibly said, but rarely achieved by any 
commercial printing process, but, by photo- 
lithography, we promise to get as close to 
this ideal of printed perfection as is possible 
by multiple reproduction at very moderate 
cost. 

Our centrally iocated Adelphi office essures 
speedy soles service to City customers. 


PERRY 
Colourprint Lid 


PHONE VANDYKE 2553 


STERE cares 
TYPESETTING 


CARRIED OUT SPEEDILY AND) 


DELIVERED ON TIME 
REPRODUCTION SERVICES LTD., 


STEREOTYPERS  TYPOGRAPHERS 
BLOCKMAKERS ARTISTS 


18/20 St. john Street, Clerkenwell, EC) 
Tel. : CLE. 1388 (2 lines) 


“> POSTER SITES 
“i BULLETINS 


nor 


. HENDON 
: BILLPOSTING 
ne COMPANY 


%, 
% 
were xa 


37, Spring Street, W.2 


PADOINGTON olan” 


| 


ESTABLISHED 1866 
Telephones: Bridgend 119. Port Talbot 69! 


The 


Glamorgan Gazette 


Limited 
(Central Glamergon Gazette and Bridgend & 
Neoth Chronicle, Incorporated) 
QUEEN STREET, BRIDGEND 
Publishers of the 
Glamorgan Gazette 
The County Weekly Paper with a lorge 
circulation in Central and South Giam., 
including Bridgend, Porthcawl, 
Ogmore, Garw. Pyle, Kenfig Hill, 
Vole of Glamorgan, etc. 


Special Editions published for Aberavon, 


Port Talbot Dist. and Maesteg Volleys. 
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EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 
STUDIOS, LIMITED 


172a Plough Rd., Battersea, $.W.! 
Tel. Nos. Bettersee 5300 & 4886 


586 
PUBLICATIONS NEWS AND NOTES 


| 12 Bedford Square, W.C.1, 


| tors, bill posters 


June 22, 1950 


Souvenir Programme 


For Festival 


Lund Humphries & Co., Ltd., 
are 
preparing, on behalf of the Arts 
Council, the Official Souvenir 
for the London Sea- 
son of the Arts, which will coin- 
cide with the opening of the 
Festival of Britain, and will run 
during May and June 1951. 
Details of plays being performed 
at many big London theatres 
specially for the Season, as well 
as operatic and ballet pro- 
grammes and musical concerts 
and special shows at the national 
and private galleries, will be 
given in the Programme, of 
which at least 100,000 copies will 
be printed 
Advertisements are handled by 
Major Duncan Shaw, who 
remains director of advertising 
for Childhood 


The 


illustrated | “monthly, 

County, has been 
taken over by County Magazines 
Ltd.. and with its June issue 
adopts a new format, having type 
area 74 in. x 4} in., more illus- 
trations, and 20 of its 64 pages 
devoted to advertisements. Man- 
aging director is Mr. K. Rowland 
Harris, principal, Press and Pub- 
licity Services Wales, who has 
been hon. secretary of the Pul- 
licity Club of Cardiff for 20 
years. 

From the July issue Debutante 
will. be increased in page size to 
114 in. x 83 in 

With its June-July issue, the 
North Sea  Yachtsman has 
changed its title to Small Boat, 
incorporating North Sea Yachts- 
man. Printed on art paper and 


month. 


generously illustrated, this issue 
of the two-shilling publication 
contains 80 pages, about a quarter 
of which are advertisements. 
Both sales and advertising content 
have increased rapidly during the 
last few months. 


First issue of The Marksman, 
a shilling monthly published by 
Garraway Ltd. devoted to the 
rifle, pistol and sporting gun, will 
appear next month, printed on 
super calendered paper, with a 
type area of 74 in. x 44 in. 


With its June 17 issue Radio 
Review, Dublin, has increased 
size to 24 pages, and its price 
from 2d. te 3d. 


CHANGES OF ADDRESS 


Kingham Advertising Agency 
Léd.: to 59, Baker Street, W.1, on 
June 24. 


Knightly, Vernon & Son: to 
60, Pond Street, West Street, West Ham. 


A.T.A, Advertising Advertising Ltd., to 141 
New Bond Street, W.1," on 
June 24. _ tet 


John Swain & Son Ltd. back 
to their pre-war address, 89-92 
Shoe Lane, E.C.4, from next 


Baker & Confectioner, to 120- 
1 Newgate Street, E.C.1, from 
June 23. 


Mr. S. H. Roberts, London 
representative of the Bath & 
Wilts Chronicle and its associated 
weeklies, the Easthourne Gazette, 
Easthourne Herald, Worthing and 
Shoreham Heralds, will move on 
June 26 to 134 Fleet Street, E.C.4. 
Telephone will remain Central 
2767. 


Legal and Gazette 


New Companies 
ar, ‘aaiver 


Nominal capital: £100. Directors: 
Smith and L. J. D. Hart 

H. & SS. Typesetiers 
Square. Lincoins Inn. W C2 Nomina’ 
capital £1,750. Directors: G. Swann and 
TC. Hardy 


‘ and Co., Ltd, 3-4 Post 
Office Chambers. St. Nicholas Street 


Newcastlioon-Tyne Ad vert agents 
Nominal capital £2,000 nt aemeen 
S. Randle (permanent). Mrs. J. Randic 
and Marjorie Miller 
Hortingh rr Led., 42 Old 
Advertising contrac- 
Nominal capital: £100 


- 


New 


’ 
Bond Street. W 


| Subscribers: Edna M_ Burge and Margaret 


L._ Burke 
PF. Fryer (Berkeley) Led. Market Place 
Berkeley, Glos Newsagents, journalists 
and dealers im newspapers, magazines 
capital £100 Directors 
Fryer and Edith G. B_ Fryer 
(The above-mentioned particulars of 
new companies recently registered are 


taken from the pM Register compiled 

by Jordan and ite., 

Registration Agents, ts — Lane, 
London, W. 


FIRST MEETING 
Tuompson Pusuicrry Lro.. 4 Dorset 
Street, W.1. publicity agents and adver- 
tising contractors. First meeting June 23 
at Inveresk House, 346 Strand, W.C.2. 


WILLS 


Me. Feancts Hewey Bacon, a former 
editor of the Nottingham Guardian, \eft 
£3.983 4s. Sd. gross, £3,943 48. Sd. net 

Me. Beaream Evans. editor, publisher 
and advertising consultant, founder and 
first editor of the Stationery Trade Review 
managing director of Bertram Evans and 
Personal Staff Lid. left £6,549 17s. 7d 
gross, £6,181 Os. Id. net 

Mr. Francts Bexnaro Wrwetes Bee, 
director of R. Becker: Led Gro- 

prietors of the Eastbewne Gatette aad 
Eiatewne Herald), ieft £10,857 19s. 9d 
gross, £8,913 4s. 6d. net 


POSTERS 


TICKETS SHOWCAROS & DISPLAYS 
HAMOWRITTEON OF SILK SCREENED 


REGINA STUDIOS (SIGNS & DISPLAYS LTD 


seston OAS 


MANwiL we 


ROTAPRINT & MULTILITH USERS 
We offer speedy Photo-Litho service 
that is Amd to none . Our speed is 
your asset 
For QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, NI 
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SCARBOROUGH POSTER CONFERENCE 


(Continued from page 541) 


vices Ltd), who was much in 
favour of dry posting, and Mr. 
F. C. Burton, who for the pur- 
poses of the debate was not, 
turned out in the end to be of 
much the same mind. 

The chief advantages which 
Mr. Ellery claitned for dry post- 
ing were that it was cleaner, 
cheaper, kinder to paint work, 
resulted in superior presentation, 
and gave the worker a new self- 
respect. It was also good for the 
prestige of the industry. The men 
looked on dry posting as a pro- 
cess which produced art. The 
dry posting worker felt his occu- 
pation had been raised in status. 

Describing the method, Mr. 
Ellery said that first, instead of 
being folded in the usual way. 
the poster was rolled through 
water, This soaked and stretched 
the paper, saving the workman 
the job of doing so when posting, 
and removed the folds and 
creases. Next, the poster was 
drained. His firm rolled during 
the afternoon the posters to be 
used the next day. 

When posting, the workman 
applied adhesive to the surface of 
the panel and then fixed the top 
line of the sheet to the hoarding. 
Then he hung it with dry brush 
and mutton cloth. No manual 
effort was called for, as the paper 
had already been stretched and 
all creases removed. 


His firm had found that they 
considerably fewer re- 
newals with this method. Posters 
they had put up under the Esso 
contract last August were still 
in good condition to-day. He in- 
stanced several other campaigns 
to prove his point. The poster 
was displayed to the best possible 
advantage, and not easily distin- 
guished from the painted sign. 

Mr. J. Mills (Mills & Rockleys 
Ltd.) quoted impressive figures to 
support his case for the electric 
vehicle, in the debate he had with 
Mr. H. Ogden (Manchester Bill- 
posting Co., Ltd) on “Transport. * 
All-in, said Mr. Mills, a 10 cwt. 
electric vehicle cost about £660, 
and could carry 500-700 16-sheets 
in one load. On a common basis, 
this vehicle cost £109 a year to 
run, compared with £103 for a 
S-cwt. petrol van and £132 for a 
10-cwt. petrol van. Average 
range was 35 miles, drivers could 
be speedily trained, and main- 
tenance was easy. 

Mr. Ogden, on the other hand. 
considered the cost of such 
vehicles excessive, and said his 
firm could only get 25 miles 
per battery charge out of their 
electric vehicles. 

The session, which concluded 
with epidiascope projections of 
photographs showing various 
methods of construction, was ably 
conducted by Mr. P. D. O'Connell 
(Mills & Rockleys Ltd.). 


READY SHORTLY 


sAn entirely 
new venture in 


publishing 


How 


find it? 


directories, reference books, etc 
nm this 


mers have had t© waste time 


Directory. of Directories 


ing list you need 


i BUSINESS PUBLICATIONS LTD. 
180 Fleet Street, London, £.C4 
Please send us 


Annuals and Reference Books, 


l 
! 
| post-free price of 3 
| 
! 


often have you sought a 
directory, reference book or mail- 
ing list covering a certain industry 
or profession, and not been able to 


TTHERTO, no guide to the thousands of 
published 
country has been available: prospective 


Annuals & Reference Books 


which will enable you for the fire time w find 
instantly any directory, reference book of mail- 
and full details abou it 


r -FILL IN AND POST TO.DAY- + 


on publication one 
copy of the Directory of Directories, 
for 
which invoice us after despatch at the 


mnumerable enquirics. telephose calls and Really FOUR books in one 

MTespondence trying. oftcn fruitiessty, to find This unique Work will consist 

the directories and mailing lists they require of 

and the publishers of them is is the reason 1) & complete, authoritative list 

for, and the ourpose of. this urgently-nceded ° -- cteries, Book, 
guide, the 


ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS 


Sa on Active eg =: Fem Man 
uM“ space tales, 

Eehdbizion work. ‘aeuliable ond aff hea June 

Long of short term contract Fee, 


c and exp 
Box 1) Ad. Weekly 150 Pleet St BCs 
ist Class secks 


> (a 

Box 10 Ad. Weekly 160 Fleet St BCs 
a 9 YOUNG MAN with all- 
¥Y euperience require post 
progressive Agency, prefer- 
with opportunity for copy-writing 
ultimately, position « Account 
Executive 
Box 1042 Ad. Weekly 180 Pieet St BCA 


FREE LANCE SERVICES 


A FREE LANCE commercial artist can 
produce fimished tertering, decorstive 
igns in white or full 
colour, suitable for magazines, calen- 
dars, table mats, etc 
Box 1043 Ad. Weekly 140 Pleet St BCE 
KENNETH GRAHAM. Loxury and 
Industrial Packaging Twenty-five 
years’ consultant experience at your ser- 
vice for Glass, Plastics and Display ideas 
——functional and visual perfection. 6 
Duke Street, St. James's, 5.W.1 


FREELANCE JOURNALIST to handle 
FUT deta +o Enginecring Journal. 


Box 2 Ad Weekly 180 Pleet St BCA 


BUSINESS OPPORTUNITIES 


cuT 
YOUR COSTS 


Advertising Managers 
consult 
UNIVERSAL SIGN ERECTORS 
For All Outdoor Publicity 


233 Gapham Road, $.W.9 
Brixton 427! 


HOUSE ORGANS 


reate goodwill 
copy of ‘Food for Thought" tull of ie 
teresting little items of wit, humour and 
good sense. No obligation. 

MOUSE ORGANS UNLIMITED Villa Road, 
Post Office, Box 1346, London, $.W9 


Quality Art Work to the Trade 


cost. Your enquiries are 
' 


bd 
8 Weekly, 169 Fleet St., £04 


id 


what kind of directory. 


| 
1 
i too—with rates, sizes, screens and 
I 
! 
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ADVERTISEMENT CONTRACTOR 
is offered Directorshy in similer 
business Money mg medium 
Prospect of quick 100%. Other Investor 
considered £2,000-£3,000 required. 


Write . 
Box 1044 Ad. Weekly 140 Pleet St BCA 


DUPLICATING 
Finest Quality 6 in « 10 in ==? per 100 
including paper. Post F 
Printing of All Meow es tng 
Price List on request to 
o 


Dept 
o. © %. STONE, 


venue, London, 
$600 


es 
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APPOINTMENTS WANTED ACCOMMODATION 


ROOM «vailedlie in Wet Bnd 
a nest Oxford Circus with use of 
_ suitable for freelance artiete 
ivery convenience, muxterete term. 
Rong Menewn O20) of 06406 


TENDERS 


BOROUGH OF 
WESTON-SUPER-MARE 
Tenders (to be received by the 
22nd July) are invited from 
printers for the printing of 
40,000 Official Guides for 195i. 
Specification and further details 
can be obtained from the un- 

dersigned 
EDWARD TURNER, 
Publicity and Public Retations Officer 
TOWN HALL, WESTON-SUPER-MARE 


PRINTERS 


PRINTER Giasgow, requires weekly of 
monthly contract work. Quick delivery 


Keen prices 
Rox 2 Ad, Weekly 160 Fleet St BCA 


PRINTING 
Leaflets — Booklets 
Good work — Keen prices 
WINTERBOTTOM & SON 


25 Prince George St., Portsmouth 
Phone 666] 


EXPORT MAILING LISTS 


APPOINTMENTS FILLED 


The pant a has now 


SPECIAL ANNOUNCEMENT 


See June 8 issue of Advertiser's 
Weekly, . 
for the Advertising Services 
A be. the nent Section. july 6 will 

next issue containing 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


WILLING’S PRESS 
SERVICE 
Are Enlarging Their Studio 
Applications are invited from 
1. First Class 
VISUALISERS and 
LAYOUT ARTISTS 


2. GENERAL ARTISTS 
3. LETTERERS 


Applicants should write fully, 
Stating experience, age and salary 
required. 


Apply Studio Director 
WILLING’S PRESS SERVICE LTD 
356 Gray's Inn Rd., London, W.C.! |. 


PRINT SPECIALIST 


required to 
peceane and supervise all forms of high- 
bs ity printing Mut have quick, 
ret-class ability at typography, layout 
and correct use of artwork, photography, 
reproduction, apd printing materials and 
processes, with experience in dealing 
with block-makers and printers to pro- 
duce work of the highest standard within 
the minimum time and cost. F. John Roe 
Limited, Incorporated Practitioners in 
Advertising, 20 St. Anne's Square, 
Manchester 2. BLAckfriars 0786 


NORTH LONDON manufacturers re- 


quire energetic young man with agency 
experience for lay-outs and roughs for 
advertising and display Reply 

Box 1045 Ad. Weekly 180 Fleet St EC4 


A LARGE FIRM of scientific and tech- 


nical book publishers invites applica 
tions for the position A. head of be 
Sales Department licants must 
have « thorough a. ae of market 
conditions in the scientific and technical 
trade both at home and abroad, 
and in addition good managerial 
experience Persons without this 
experience and qualifications need not 
apply. Write Prins full particulars and 
salary required to 
Box 103% Ad. Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


JUNIOR ASSISTANT 


for production 
and general duties, small Agency, some 
ability of art work. State age and ae 

Box 17 Ad. Weekly 180 Plest St EC4 


SPACE SALESMAN required by old- 


established firm, experienced with 

Sporting Publications or similar media 
¥ men of om ability and capebic 

of earnin least £25 weekly 

baling to travel. Full par- 

ticulars to 

046 Ad. Weekly 150 Fleet st BEC4 


B.B.C. 


invites applications for post of 
ASSISTANT ART EDITOR, 
RADIO TIMES 


Candidates must have hed practical 
experience on the art side of magazine 
journalism They should have an 
aptitude for finding and selecting the 
best pictures, know how to use them, 
and possess some journalistic experience 
in order to be able to write ‘live’ 
captions for them. A good knowledge 
of typography and the ability to produce 
sound Typographical lay-outs for the 
programme pages of Radio Times are 
necessary The ability to make up 
editorial pages from copy direct to page 
is a desirable additional qualification 
Salary is in a scale rising by annual incre- 
ments of £40 to a maximum of £890 per 
annum Detailed applications to 
Appointment Officers, BBC Broad- 
casting House, London, W.!, within 
7 days marked ‘Art RT. AW." for 
acknowledgement enclose stamped od- 
dressed envelope 


| 


June 22, 1950 


APPOINTMENTS VACANT 


ACCOUNT 
EXECUTIVE 


LAYOUT MAN 


Experienced Layout man 
required to produce 
finished layouts and adap- 
Knowledge of 
typography essential. 


SMEES ADVERTISING LIMITED 
3/S Duke St., Manchester Sq., W.! 
Phone: Welbeck 0774 


tations. 


SUB-EDITOR, male, 


SECRETARY-SHORTHAND 


__ Press Ltd, 


wired for a 


national poultry jour General 
journalistic and make-up ¢ rence 
essential, Knowledge sultry and 


farming an advantage 
be members of the N.1 
Box % Ad. Weekly 180 Pleet St EC4 
Typist 
Advertisement Depart- 
with knowledge of 
Good ¢ tunity 
and intelligent. 
of experience, Princes 
147 Victoria Street, S.W.1. 


Applicants must 


required for 
ment preferably 
copy and blocks 
for somebody keen 
Write details 


COMPETENT 
SHORTHAND TYPIST 
preferably with experience in Publicity 
Department required by the Royal 
Doulton Potteries, Doulton House, 
Albert Embankment, S.E.1. Write or 

h Publicity Manager (Reliance 


Y 


OUNG all-round artist with knowledge 
of typography Ce for old esta’ 

lished ‘Aaanep. Write for appointment 
giving details of previous experience 


and salary 
Box 1048 Ad. Weekly 180 Fleet St EC4 


MANAGER REQUIRED FOR 
LONDON AGENCY 
STARTING SALARY £1,000 


A medium sized London agency has a vacancy 


for General 


thoroughly well-trained advertising man, 
able to formulate policy, administrate’ and 
He will be supported by a com- 
petent creative and office staff, backed by 
an old established and financially sound 


organise. 


organisation. 


Advertiser's Weekly, 


Manager. 


The agency is a growing one 
—and the right man can grow with it. 
Full details of experience and age to 


Box 1040 
180 Fleet Street, London, E.C4 


He must be a 


1241) for appointment. 


| 
| 


OPPORTUNITY 


MARKET RESEARCH 


ASSISTANT required to Staff Photo- 


grapher of large chemical manufac- 
turers Work will mainly consist of 
enlarging and printing for publicity 
purposes. Excellent o; nity for 
young man 22-25 years ~ 7 to in 
experience in this speciali: branch of 

lied photography but he 
ready be capable of producing prints 
of good quality. Contributory Pension 
Scheme, five-day week, salary according 
to and qualifications. Apply 
y in writing to the Personnel 
Officer, May & Baker Limited, 
Dagenham, Essex, quoting reference 
No 4834 


must 


occurs {oF @ junior 
reporter to join the staff of well-known 
textile weekly. Experience not essential 
but the successful applicant must give 
gen of writing ability 
= 5 Ad. Weekly 150 Pleet St EBC4 
OFFICER 
— by leading manufacturer of 
toi reparations. He will be respon- 
sible Ya the inception and carrying out 
of all marketing research, and the pro- 
vision of statistical and graphical 
presentations. This is a new post re- 
quiring not only a thorough experience 
of Market Research technique, but a 
well-informed understanding of the 
problems involved in marketing and 
distribution im « highly competitive 
field. Written applications only giving 
ils of age, qualifications, experience 
and salary required to the Marketing 
Director, County Perfumery Co. Ltd., 
Stanmore, Middlesex 


VERY PROGRESSIVE FIRM of Toy 


Manufacturers require Assistant De- 
22-26; capable of creative 
versatile in all forms of com- 


packaging, 
lettering, catalogue work and reproduc- 
7. aes excellent opportunities 

vancement for right man; ideal 


enthusiastic creative ceam. He 
also be capable of securing new National 
andior worthwhile Technical accounts. 


Our own stoff know of this advertisement 
Write in confidence to 


Box 9559 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ae MANAGER required 


by Wholesale Home and Export Dental 
Company. London area. Ideal —- 
tions with full scope for or 

Journal advertising, Copy and jan. 
Must be experienced in Print, Art 
Work and Block ordering. Please ring 
MUSeum 9065 for appointment 


ADVERTISEMENT REPRESENTA- 


TIVE, Lady or Gentleman, required 
by established Company. Must have 
experience of selling space for dis- 
an advertisements in Hotels and 
‘ost Offices. Must have clean record. 


over. Capable of earning at least £750 
© year. 
1 Ad. Weekly 180 Fleet St BCé 


FOR CAPE TOWN 


Leading Advertising Agency 
requires First Class 


FIGURE ARTIST 


The same agency also 
requires Brilliant 


Applications will be treated 
confidentially. Write giving 
details of experience to 


Box 1033 
Advertiser's Weekly, 160 Fleet St., E.C4 


AN 


ARTIST of all-round ability required 


immediately by well-known advertising 
organisation. alary — to 
— Write for appoin 
x 6 Ad. Weekly 150 Fleet. ‘Se ECs 
OPPORTUNITY occurs for @ 
rae man with ability to produce 
ering and rough visuals in connec- 
tuon with display — am 
for the Publicity Tod 
a in oo, *R a 


tating age, salary and details, to 
Box 1047 Ad. Weekly 180 Fleet St BCA 


McCANN-ERICKSON 
ADVERTISING LTD. 
require a 
FIRST CLASS 
CREATIVE 


TYPOGRAPHER 


experienced in 
National Advertising 


WRITE 


110 Jermyn Street, S.W.! 
WHITEHALL 541! 
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PPOINTMENTS VACAN 


INDUSTRIAL DESIGNER 


has vacancy for 


(}) EXPERIENCED SECRETARY 
between 2335. S/T and knowledge 
of basis book-keeping essential 
Must be keen with sense of respons:- 
bility. Congenial surroundings 


ASSISTANT DESIGNER 

must be first-class lecterer capable 
of executing really neatly finished 
drawings mainly for displays, show- 
cards eafiets packaging etc 
interesting work with good pros- 
pects for keen man between 20-30 
(3) ASSISTANT DESIGNER 
Proficient in 2- and 3-dimensional 
work (exhibition, furniture and 
interior design) capable of executing 
finished working drawings 


Q 


For apporntrnent telephone 
Mrs. de Majo — FlAxman 6816 


IN LIVERPOOL. Advertising and sales 

promotion manager requires keen 
sistant with experience of mail 
order catalogue work and direct mail 
with an interest in corres- 
liasen with small outside 
must be good correspondent 

and pensionable post. 


Fu jetails, including age, education, 
experience and remuneration to Box 
BJ Bullen 


Advertising Led. 36 
Dale Street, Liverpool 2. 
LETTERING ARTIST required by 
Br gressive London Agency. Write 
ox 1057 Ad. Weekly 150 Fleet St BC4 


WANTED 


ASSISTANT TO 
PRODUCTION MANAGER 


Busy London Agency would like to 
hear from an ambitious young man 
with severe years production 
experience, who now seeks respon- 

positio We want a thinker 
nner with a flair for this 
work, and a sound and growing 
knowledge of print buying and 
control. This position has definite 
promise of development. Scate age, 
salary and full details of career to 
date which will be treated with 
confidence 


Box I5 
Advertiser's Weekly, 180 Fleet St., E.C.4 


muind knowledge of Agency 
including copy details, 
instructions, dispatch, proof 
correction and filing. State any other 
of media, accountancy or 
stune I ohn Roe 
Incorporated Practitioners in 
20 St Anne's Square, 
BLAckfriars 07 #6 


COPY CLERK, axe about 20-25, re- 


“ 
Manchester 


vey « HI R CLERK required by leading 


sing Agency 
per nee (if ar 
te 
Box Ad. Weekly 150 Fleet St BC4 


PRODUCTION 
MANAGER 


Crane Publicity require execu- 
tive to control Production 
Department in collaboration 
with existing personnel. Appli- 
cants should have wide 
experience in handling produc- 
tion on accounts using National, 
Technical and overseas media. 
Apply 
CRANE PUBLICITY LTD., 
5-9 Quality Court, 
Chancery Lane, W.C.2 


Write giving age, 
and salary required 


Ae pemereol when ar AP HER with layout 


r « vy London Agency, 
t work range ¢ National 
ad ounts. Crood promotion 
ft ts "Details of age, experience 


and salary t 


Box 7 Ad. Weekly 190 Fleet St EC’ 


ra a , ~ 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACA 


COMPETENT SECRETARY required 
by publicity Manager of flyi firm. 
Must have had experience cither in 
publicity department or advertising 
agency Apply to Public Relations 
Officer, Airwork Limited, 15 Chester- 
field Street, W.1 

FIRST-CLASS LETTERING and ley- 
Out artist must be quick; good and pro- 
gressive salary; permanency for an 
enthusiastic man 
Box 21 Ad Weekly 180 Fleet St BC4 


AEROGRAPH ARTIST 


One of London's largest Studios 
offers position to retouching artist 
of ability interesting work in 
colour, and black and white. Photo- 
Litho and Letterpress reproduction. 


The work requires a crafteman with 
well developed artistic feeling and 
the experience to colour and re- 
touch photographs and drawings 
of figure work as well as mechanical 
subsects 
manent and remuneration com- 


The engagement is per- 


mensurate with the position. If you 
are interested and feel you have 
the qualifications please write or 
ring for appointment to 


PULFORD PUBLICITY LIMITED 


42 GLASSHOUSE STREET, LONDON, W.! 
Telephone : REGent 1084/5 


TYPOGRAPHER and Layout man of 
high standard reqiidred by Printing 
Consultant. Extremely interesting and 
varied work 
Box 19 Ad. Weekly 180 Pleet St BCs 

YOUNG advertisement and circulation 
representative wanted for Local paper 
in the Midlands Apply stating age, 
experience and wages required to 
Box 1040 Ad. Weekly 150 Pleet St BC4 


Benson’s 
want 

a 

good 
LETTERING 
MAN 


Apply to the Art Director 


$. H. BENSON LTD. 
Kingsway Hall, Kingsway, W.C.2 


KEEN YOUNG MAN LADY required 
with experience in advertising agency 
or publicity department, to work under 
direct control of Creative Director 
Knowledge of handling blocks, proofs 
and print essential Write in first 
instance stating ©, e=perience and 
salary required to Crane Publicity Ld, 
5-0 Quality Court, Chancery Lane, 
we 


— GHTSMEN, with experience of 
Tool Design, sequined by Light 

Penk ision Engineering Company in 
Middlesex. Write, giving full details of 


expenence, to 
zw Ad. 


Weekly 150 Fleet St BCA 


AN IMMEDIATE openis 


eccurs in 
the Media Department of Adver- 
tans Agency for efficient Typist, 


quick and accurate st figures (shorthand 
an advantage but not essential Werte 
giving details of age, experience end 
salary required to A.P., Seward, Baker 
& Co. Lad., 27 Chancery Lane, W.C.2 


HARRODS 


have a vacancy in their Advertis- 
ing Department for « young 
woman who already has some 
experience in copywriting and 
now feels ready to take her career 
a step forward. The work covers 
both fashion and general copy for 
an excepuional range of merchen- 
dase, and calls for personality end 
initiative in dealing direct with 
executives 


Write in the first instance to the 
Staff Manager, Harrods Limited, 
London, S.W.l, giving age, 
details of previous experience and 
salary required. 


MANUFACTURING FIRM employing 
two male artists in Advertising Depart- 
ment in Hull, requires a hind good all 
round artist with commercial experi- 
ence, age shout 3). Apply in writix 
stating Qualifications, cxuperience, a 
salary required, in confidence, to 
Reckitt & Colman Ltd., Advertising 
Department, Hull 

ADVERTISING MANAGER requires 
Assistant—age sbout 25. Hapericnce 
in the preparation of press advertise- 
ments and printed matter is cesential 
and some studio expernence desirable 
Applicants should have « works 
knowledge of advertising records — 
routine. Write stating age, experience 
and selary required to Advertising 
Manager, Mann Egerton & Co. Led, 
Norwich 

COMPOSTTORS required by large firm 
of ticket printers in Middlesex. Write, 
with details of age and caperience, to 
Box 20 Ad. Weekly 50 Fleet St BCs 

RECEPTIONIST TELEPHONIST 
required for 6 line P BX. Age 21-25 
years. Lady with Advertising Agency 
or similar experience preferred. Must 
have pleasant personality, sense of 
humour, to work in happy family 
atmosphere 
Box 1% Ad. Weekly is0 Fleet St BC4 

AGENCY PRODUCTION MAN re 
quired by London Agency. Must have 
good knowledge of blocks, typesetting 
and printing and be conversant with the 

roduction of good class sales literature 
Position offers good salary and prospects 
Write in confidence stating experience 
and salary required to 

Box 32 Ad eekly 150 Fleet St BCA 


IDEAS 
MAN 


An advertising agency hand- 
ling National accounts has a 
vacancy for a man to work 
closely with the Creative 
Director in providing ideas 
for these accounts. Wide ad- 
vertising and marketing ex- 
perience is essential; special 
ability as a copywriter or 
visualiser is not. Ability to 
produce ideas is the chief 
requirement and the salary 
offered is therefore a high 
one. Write, in confidence, to 
Bex 27 
Advertiser's Weekly, 160 Fleet Se, C4 


ADVERTISER'S WEEKLY 


PPOINTMENTS VACANT 


ADVERTISING Contractors Office 
Responsible and progressive et 
Applicant (age ebout 25) must 
good commercial office expenence and 
typeng Write for interview, giving 
present position and salary copes to 
Speedway Sign Service, 

Road, W.12 

SPACE SALESMAN. The free 
mongers’ Weebly has « vacancy for « 
man of personality and amen | selling 
ability to take over « large ondan 


territory Salary, commmsion end 
cupenses Requests for an interview 
unaccor ed by edequate informe- 
ten will ignored. Write first to The 
Advertwement Manager, /ronmenger:’ 
Weebly, 05 Gt. Portland Street, W) 


ASSISTANT to Director in charge 
comtact. High-<Class Wee Had Agency. 
Young man with agency caperience, 
good educstion, pleasing personality 
and knowledge spece, etx State age, 
salary, ct te = NIO0l, Nelson, 
HKagle House, 100 Jermyn Street, 8.8 1 

EXPERIENCED MAN to prepare copy 
and layout in small advertising depart- 
mem. Permanent post. Age, caperience 
and salary required to 
Bos 25 Ad eekly 150 Fleet St BCE 


YOUNG & RUBICAM LTD. 


require 
ASSISTANT SPACE BUYER 


Age about 25 to 0 years, experienced 
wn sepereng estimates and general 


Media Department routine Wrute 
giving perticulars & 
M > 
Young & Rubicam Led., 
Roxburghe House, 
aks Regent St. 
Leadon, W.1 


a ~~ pa Tic 
dge at 


young man wihth knew- 
Advertising Department 


-_— & Write with full details of career > 


to date The Schall Mfg. Co. Lad, 
1-2 D4, St. John Sereet, §.C.! 

A VERSATILE VISUALISER «& 
wanted for the creation of strong selling 
ody ertiserments in National Newspapers 


e 
* 


We offer widest scope to an experienced 7 


man in this field but are not interested 
im technical press of luxury product 
layouts. Five-day week. Holiday this 
year can be arranged Phone Art 
Director, Reid Walker Advertising Lod 
CENtral #447 
ARTIST, all-round, cxpernenced agency 
man required. Lettering, typogramhy, 
creative ability essential, Fullest details 
of experience, accounts worked on, age 
and remuneration to 
Bon ©) Ad. Weekly 1% Pleet St BCA 
PRODUCTION, Pully experienced 
man able to take ee comtral of 
large accounts throw al] stages without 
supervision, Full y onc to 
Box 24 Ad. Weekly 150 Fleet St BC4 


APPOINTMENTS WANTED 


FIRST-CLASS ARTIST = retoucher, 

scraperboerd, Lingineering and figure 
*. Staff frecland 
| Ad. Weekly 


© Fleet St BOA 
INDUSTRIAL photographer first-class 
creative fully ecuperienced, desires 
i. in works studio, expert know- 
blocks, printing, publicity, 
catalogue, etc 
Bou 26 Ad. Weekly 10 Pleat St BCA 
YOUTH 16 years secks opening in Studio 
with purpose of taking apprenticeship 
Drawing sbility highly conwnended at 
school, Phone Hilliard, Amhuret 4/1 
TECHNICAL ARTIST desires change 
(at ewey perspectives, ‘ine of tone 
acrograph or wash) from blue prints 
Photo-retouching 
Box 1041 Ad. Weekly |*0 Pieet St C4 
YOUNG MAN (24) cxperienced im all 
agency routine secks opening a Junior 
comact executive 
Box @ Ad. Weekly 150 Pleet St BCA 
PRO. Young woman wath cighteen 
month: experience = PRO. for 
fastuen account seeks similar position 
Boa 2) Ad. Weekly 150 Fleet Sc fic 
PRODUCTION MANAGER (age 2 
in medium size London Agency seeks 
sirrular pewition with greater scope 
Box © Ad. Weekly iO Pleet St BCA 


(Continued on page 587) 
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ADVERTISER'S WEEKLY 


Advertiser's 
eer Weekly 


WHEREVER IN THE WORLD men and women 
feel curiosity, or something more than curiosity, in 
the British way of life The Times Weekly Edition is an 
unfailing source of information and interest. It is 
The Times in cross-section, presenting a selective and 
compact version, generously illustrated with news 
photographs, of the contents of the daily issues. 9 
out of every 10 copies sold go abroad, reaching almost 
every part of the habitable globe. For subscribers in 
the Dominions and the Colonies, throughout the North 
American continent, in South America, in the Middle 
East, in West and East Africa, in South Africa, and all 
over Asia The Times Weekly Edition serves, in a pre-emin- 


ent degree, the purposes of a British showroom abroad. 


THE 4x TIMES 


AND ITS COMPANION 
PUBLICATIONS 


LITERARY SUPPLEMENT 
Every Friday 


EDUCATIONAL SUPPLEMENT 
Every Friday 


THE TIMES BY AIR 


Daily 


WEEKLY EDITION 


Every Wednesday 


REVIEW OF INDUSTRY 
First Wednesday of Every Month 


THE TIMES SURVEYS 


Occasional Publications on 
Matters of National Interest 


Tuurspay, June 22, 1950 


D. acopy 
4/- @ year 
Post free 


(45/- — 


STOP PRESS 


DEATH OF 
A. COLLINSON 


Arthur Collinson, 
aq 


Was, one-time | writer ai 
Petty & Sons, Le : Sere later ad- 
v manager, Home Yeast 
Founder-member Leeds 


Crema- 
(Friday) 


Ha: 
torilum to-morrow 
morning. 


TWO RESIGN FROM 
*“*DAILY MAIL” 
Follow resignations of 

Edward ckering, 

editor, and Meiville 

deputy editor, “Daily 

7 Reeve, Manchester editor 

since 1946, appointed deput 

editor and second-in- 

to Guy Schofield, editor. Arthur 

Sega, assistant editor, now 


ALDWYCH WINS 


SEAGER CUP 


_Aldwyeh Club won Seager 
eet Street Column 


, Tuesday, North Mi 
scorers: Don Gooch 
{Fleet Street Column Club) 
371, Jack Rafter (Aldwych) 36. 
Afternoon greensomes won by 
L. B. Husband and J. T 
son, runners up H x 
Simmons and Pat Campbell. 


DEATH OF TOM SEWELL 

Tom Sewell, formerly direc- 
tor, Samson Clark, @ 
pd (Wesneneey). 


he had been living 
ment. 


C. Vernon & Sons conducting 
an tige campaign for Staverton 

iiders Lid. (building and con. 
engineers )—selected 
nationals and provincials, peri- 
odicals, architectural and trade 
journals. 


Gee lige, Advertising. Leicester. to 


Con fr from July 1. 


struction 


able 


Limiced at cheir Great 


Titchfield 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led. at their office at 180, Fleet Street, London, ECA. (Phone : Chancery 6844.) 
June 22, 1950. Printed in England by Staples Press Street, London, establishment. 
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